Mesh Oxford 


Suede finish 


_ a Sand, dark brown, 


navy blue, or white. 


REG. U. S. PAT. OFF. Navy blue, 
plantation green, 


) United States Rubber 


Lounge Sandal 


Ripple-ridge sole 


Dark brown, mavy 


blue, plantation green, 


sand with saddle bre 


Natural, 


navy blue, or sand | 


with saddle brown. 
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Barefoot Sandal Moceasin Oxford T | | 
com- 
nic Washboard sole Stucco sole 
nw 


Special Tannages From This Great 
Chemical Laboratory Make Finer Leathers For 


REG. U.S. PAT. OFF. 


“SMARTEST SHOES OM THE ‘Oui 


Johnsonians sell faster because they 
look better, wear longer and actuall; 
feel better on the foot. Much of their 
sales-creating appearance comes from 
Johnsonian’s vastly finer leather: 
These leathers are the results of tan- 
nages developed especially for the 
leathers in Johnsonian Shoes, and manufactured in ou 
own laboratories. And they have been developed to fill 
a definite need, and fit into a great chain of processes 
each under constant rigid chemical control, which pro 
duce the fine, plump, long-wearing leathers which you 
see in Johnsonian Shoes. 


Sanitized, one new talking point in a generation will 
help you sell Johnsonians too. 


8708 — White Buck 
Bal, Tan Perfora- 
tion Tip and Fox- 
ing, Antique Finish, 
Oak Sole, Grain In- 
sole, Rubber Heel, 
Sanitized, Goodvear 
Welt. AA to D, 
EEE, 6-12. 


8709 — White Buck 
Bal, Gun Metal Per- 
forated Tip and Fox- 

ing. B, C, D, 6-12. 


NUMBER 10 INA SERIES OF 
ADVERTISEMENTS 


ine”  JOHNSONIAN DIVISION 


ENDICOTT-JOHNSON + NEW YORK CITY - ENDICOTT, N. Y. +» ST. LOUIS, 
America’s Outstanding Line of Men’s Shoes Retailing at 44° ) 
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Meet Royal 


Do you know her? She's a injurious tight lacing! “Cuddle Back" holds the 
MOTHER! She spends two dol- heel back where it belongs, to provide a better 
lars where others spend one. and longer lasting fit! 


Yes sir, she's the undisputed Trimfoot Pre-School Shoes are made by the 


“Trimfoot Process” to achieve unusual flexibil- 


belense sheet ity. Lasted-in “Five Point Foundation Fitting” 

; assures plenty of room in the right places. In 

e they She may look tough to you . .. but she’s a Stock in sizes 3 to 6 in C and D widths to retail 

ctualls pushover to her children . . . for they are the for $2.25 and in sizes 6!/2 to 9 in B, C, and D 

f their the real power behind the throne. widths to retail for $2.75. Your markup. -44F! 

s from That’s why *“Cuddle Back” heel construction, | Write today for natural color catalog. Address 

ithers. the great new improvement in children's shoe- Trimfoot Co., 4060 Forest Park, St. Louis, Mo. 
of tan- making, is such a potent force in winning new 
- business for you. “Cuddle Back,” a patented 
or the feature of Trimfoot Pre-School Shoes, was devel- 
in our oped to prevent the shoe from breaking down 
1 to fill at the back after wear and forming irritating 


cesses ridges in the quarter. No inside back seams to 
chafe the little tyrant’s heels! No need for 


ch pre 
ch you 


oni TRIMFOOT PRE-SCHOOL SHOES 


SHOE RECORDER, popes Lomas Saturday by Chilton Company (Inc.), Publication office, Chestnut and 56th Sts., Philadelphia, Pa. Editorial and Executive offices, 
. ¥. Entered as second c! ter November 23, 1932, at the Post Office in — under Act of rer 3, 1879. Subscription price $3.00 per year. Printed in U. 8. A. 
wet - 4 rate $3.00 plus $0.50 for Canadian War Exchange ta making total of $3.50.) 
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a tL ON WHITE KID SHOES 


ntative shoe and 


survey of Teprest 


department stores shows that 
| 70% of the retailers 10 the more  &§ 
populated, ‘ndustrial states expect 
all-white kid shoes sell equally 
; as good as: or even better than. in 
5 If your pusiness is where POY envelopes pulge, count oF sell- | ; 
oi. ing the mass market the most widely accepted summer shoe | 
; ‘ __, your best gource of profits. a 
Order ample selling stocks 
of white kid shoes NOW, : 
Millions of women every summer W 
and puy shoes made of lop | 
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THE SPIKE THAT MADE 
GOLF SHOE HISTORY 


Can you say this to your customer? 


When you can say to your customer: “These clinch the sale and you supply a product that 
are Phillips Spikes, with the patented cupped will satisfy the most particular. 


base and deep threaded sockets—They can- 

not slip nor work loose—They last as long As you plan your golf shoe stock, consider the 

as finest bar steel will wear—They are re- importance of the little spikes. While small in 

placeable with brass plugs for street themselves they loom large in the con- 

wear and we supply a handy tool for es sideration of the customer. Plan to 

the purpose—Experienced golfers eS have Phillips equipped shoes and 
ry you'll find them easy to sell— 


endorse them”— You have a _ 
powerful argument that will a wy, and builders of satisfaction. 


F-C-PHILLIPS CO. 
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Onicinatity of today's style 
leaders calls for maximum versatility 
in machinery. The shoes illustrated 
are four timely examples of modern 
footwear which are being success- 
fully and economically manufactured 

on WMC Cement Sole Attaching 

Equipment. 


UNITED SHOE MACHINERY CORP 


BOSTON, MASSACHUSETTS 
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SETTING) 


Blind and Invisible settings for Diomond Brand Fast Color Eyelets are 
being used by a steadily incredsing number of manufacturers both for men’s 
and women’s shoes. The heads of these eyelets are c moulded plastic, there- 
fore, non-corrosive. The barrel is made of Anodized Aluminum. 

In blind setting, no metal shows on the inside of the quarters 

— eyelet flanges cannot rub on the tongue. 

With invisible setting, a flat celluloid head on the inside of 

the quarter instead of metal keeps tongue and laces cleaner. 


Both of these settings are done with the use of standard equipment. 
UNITED FAST COLOR EYELET COMPANY BRANCH 


(UNITED SHOE MACHINERY CORPORATION) 
BOSTON, MASSACHUSETTS 
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“Thumbs Up” 


No. 731 


We named it “Thumbs Up" because as the Valiant modeled by 
British say, “It can't be beaten" where the demand is LOUIS 


for the new wider BROGUE types. It is a Fine Fitter and WHEELER 


SMART OF LINE. 


UNITED LAST COMPANY 


§6 Cherry Street BROCKTON BRANCH Brockton, Mass. 


KRENTLER BROS. CO., ST. LOUIS 
OTHER MEN'S PLANTS po BROS. CO., MILWAUKEE 
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BOOT AND SHOE RECORDER 


HROT Dogs! And do they burn 
in Springtime—particularly in the 
army camps. Our favorite col- 
umnist—H. I. Phillips in his col- 
umn THE SUN DIAL (in the New 


York Sun), runs a series of “Papers 


on Private Purkey” and starts off 
saying: 

“Dear Ma: Well, ma, I now feel 
so tired and sore all over that | 
guess I am in the pink of condishun. 
All feeling is gone from my feet and 
my legs are numb from the knees 
down so the drilling and marching 
don’t hurt me no more witch shows 
how well trained I am. But the 
officers keep drilling me just the 
same and pay no attention to me 
when I tell °em I have had enuff. 
P.S. I need more bunion plasters.” 

It won’t be long before we'll have 
a million men going through the 
same experience and wondering 
why it is that feet are so useless in 
a civilization that uses the seat of 


its pants more than it does the sole 
of its shoes. 

On Your Feet, Pedestrians! 900.- 
000 bus riders in the city of New 
York found that a transport strike 
puts the public onto the pavement, 
if it wants to get anywhere. In a 
world where foot work is practically 
the only civilian locomotion, Amer- 
ica has been sitting pretty while it 
rode about. But we too are being 
forced to be foot wise. The New 
York public doesn’t like the experi- 


ence because it never did find walk- 
ing a pleasure. In fact, walking is 
work. The Fifth Avenue buses 
stopped running on the Avenue and 


if you think that didn’t affect retail- 


ing on the “style stem” you've got 
another guess coming. 

There’s hope in the eye of the 
merchant that a foot-conscious pub- 
lic will go into shoe stores long be- 
fore Foot Health Week to get some 
locomotion liberty in the right shoes 
for the right and left foot. 
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ERVING P. SILBERBOGEN of 
Markell Shoe Company, Brooklyn, 
N. Y., says: 

“A primary consideration should 
be that we in the corrective branch 


of the shoe business are in a better 
position to elevate the prestige of 
the shoeman and bring about a 
more wholesome respect for the 
work we do in the eyes of the medi- 
cal man and the laity. Proof of this 
fact is evidenced by the growing 
number of physicians, podiatrists 
and orthopedic institutions who 
send their patients to the shoeman 
for prescription footwear as an 
adjutant to their treatments. 

“To maintain this position, the 
shoeman must know a great deal 
about feet and corrections but he 
must not take upon himself the re- 
sponsibility of diagnosing for his 
customers. When he does (and un- 
fortunately it happens all too fre- 
quently), the pleasant relationship 
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between the Doctor and the Shoe- 
man becomes strained or broken 
because the doctor resents an en- 
croachment on his work. 

“We, in the shoe business, should 
content ourselves with doing a good 
job of fitting shoes, filling the doc- 
tors’ prescription exactly, and gen- 
erally going about our work of eas- 
ing the footsteps of humanity. We 
should do it modestly without tell- 
ing all we know to the customer or 
the doctor—without the bombast of 
a lot of high-sounding, technical, or 
medical terms which mean nothing 
to the customer and frequently as 
little to the shoeman using them. 

“If we adhere to these general 
principles and maintain the respect 
of the people with whom we come 
in contact daily in our work; we 
can build up our orthopedic shoe 
business to a position as impressive 
as that occupied by the pharmacist. 

“We are shoemen and not ‘shoe 
dogs’ as many style themselves.” 


TRAVEL broadens—it sure does 
— if you go by auto! Nathan Hack 
of the Hack Shoe Company of 
Detroit, says: 

“After covering 8,035 miles in 
twelve states, seeing sights that made 
you proud to be a member of this 
great and glorious family called 
America, I am happy to be back on 
the fitting stool and at home. 

“We have been chasing Indians 
(as Mrs. Hack and I termed our 
visits to isolated spots on various 
Indian Reservations) but we also 
found time to see other interesting 
sights about whose existence I knew 
but whose magnitude I had never 
dreamed of. I have in mind the 
Carlsbad Caverns, Boulder Dam, 
Yosemite National Park, the Painted 
Desert and Petrified Forest and the 
Grand Canyon, etc. 

“Last but not least, we also ex- 
perienced the horrible taste of living 
for hours in a typical Texas Pan- 
handle Dust Storm, about. which 
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COMES THE DAWN 
WHO'S GOING TO PAY 


—tI'm taking the liberty of quoting 
a paragraph from a letter re- 
ceived recently from one of my 


good publisher friends in London: 


—"All the knocking about that Jerry is 
giving us is not total loss. He has hit 
miles of slums that needed knocking 
down for a half century and when 
this war is over this country will be 
engaged on one of the greatest town- 
planning, rehousing schemes that the 
world has ever seen.” 


—Mankind is always teazing down 
—destroying—wealth; but in re- 
building, which is a natural re- 
action, he is creating wealth. 

—So, in sharp contrast with the dark 
view of the future taken by an 
ever-increasing number of people, 
we may conjure up an optimistic 
picture of the world of tomorrow 
that is encouraging, to say the 
least. 

—Billions of dollars of material 
wealth have been destroyed dur- 
ing the past eighteen months, and 
the reconstruction period that 
must inevitably follow will no 
doubt create new, and greater 
wealth. 

—Who's going to pay for all this 
rebuilding, and with what, is a 
moot question. 

—But if today's Man can waste 
billions in destruction, tomor- 
row's Man ought surely to be able 
to find ways and means of invest- 
ing billions in construction. 

—So, we should worry! 


Steinbeck built his famous story, 
‘Grapes of Wrath.’ 

“But every cloud has its silver 
lining. Living through one of these 
suffocating dust storms for nearly 
four hours between nowhere we 
encountered a billboard sign that 
made a bid for business: An under- 


taker telling about his wonderful 
service in one breath and talked 
himself right out of a live prospect 
by warning you to drive safely. 

“I saw few Recorpers—for | 
tried to divorce shoes from vacation, 
but, I happened to call on and talk 
to a number of interesting shoe folk 
just the same—the exchange of 
ideas was mutual.” 


WR. EDWARD ARANY of Or- 
lando, Florida, writes: 


“Voice of the Trade, Feb. 15, sketched 
an amusing cartoon to go with the re- 
marks of Mr. W. E. Howard of Howard 
& Kohler, Chicago, whose discouraged 
feeling is not without reason, as every 
chiropodist certainly is in no position to 
‘correctly prescribe shoes.’ Mr. Howard 
correctly states ‘there are so many things 
that enter into fitting feet correctly’ and 
for that very reason must realize that not 
every Shoe Man is capable of fitting the 
troubled foot correctly. Too many sales 
are made as ‘next best’ because of lack 
of knowledge of feet and shoes. And 
many more made for the very good ‘busi- 
ness’ (?) reason of ringing the cash 
register. 

“Fortunately there is a constant im- 


provement in this situation. I have ob- 
served since my first valuable training 
period of twenty years ago with Paul O. 
Kuehn of South Bend, Ind., to the pres- 
ent day in my own building with a 
successful practice and a good prescrip- 
tion shoe business, a very positive change 
for the better due in no small part to 
dealer education by periodicals such as 
Boot anp SHoe REcorDER advocating co- 
operation and understanding. By manu- 
facturers and progressive principled re- 
tailers and some chiropodists, and there 
are some who do know the shoe game. 
Mr. Howard may be aware that the better 
schools of podiatry have constantly in- 
creased hours pertaining to shoe therapy 
and try to impress their students with the 
importance of close cooperation with the 
shoe man.” 


R, B. WILLIAMS of Roger’s, Cor- 
vallis, Ore., says: 

“Owner-Operated is a grand idea. 
That word ‘independent’ always 
bothered me. I’m not independent. 
... I’m plenty dependent on my cus- 
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for my business.” 


* 
JUST BEGUN TO 
= 
= 


IN an effort to eliminate guesswork 
from footwear, the University of 
Rochester Medical School has made 
164,985 measurements of nurses’ 
feet in action, Dr. R. Plato Schwartz 
informed a lay audience in a talk at 
the Academy of Medicine. 

Dr. Schwartz, who is professor of 
orthopedic surgery, said that with 
55 nurses as subjects, a total of 647 
records have been compiled with a 
specially constructed machine which 


measures pressure and its sequence 
on various parts of the foot when it 
is in action. He recalled that pain- 
ful feet are “nothing new”; that in 
1819 the physicians of that remote 
day thought they had the answer 
when shoes were produced for right 
and left feet. Yet, although in the 
tests being made at the University 
here each of the 647 records has 
255 measurements, he concluded: 
“We have only begun to study.” 

Emphasis was placed by Dr. 
Schwartz on the value of good 
posture, for he explained that ach- 
ing feet may refer pains to other 
parts of the body. Also, he said, 
as a tight ill-fitting shoe forces a 
pain protest, so may overly-tight 
clothing cause a similar result. He 
said the blanket expression “flat 
feet” means little since feet with 
high arches also pain. Then, while 
heels shift the center of gravity in 
most instances and produce discom- 
fort, there are people who are also 
uncomfortable with low heels. 

Shoe builders and physicians 
need a yardstick to determine the 


“forces expressed through the feet 


tomers in the surrounding territory, 


when walking and standing, he de- 
clared, and the present goal of the 
Medical School research is to pro- 
vide such a perfect yardstick. 
* 

CHARLES W. STROHBECK, 
grand old veteran of fine shoemak- 
ing and head of the house of Chas. 
W. Strohbeck, Inc., Brooklyn, New 
York, spent a half century making 
“Highartistic” shoes and slippers 
on Johnson Street. He writes us 
as follows: “I fully realize the Boot 
AND SHOE RecorpeER is one of the 
leading publications in our country. 
We are now in the midst of setting 
up our new quarters at 13-23 Lex- 
ington Avenue, Brooklyn, N. Y., 
and I am pleased to state that we 
do not owe a dollar to anyone from 
private or business dealings on mov- 
ing into our new location; this 
means we are moving in with a 
clean slate and without financial 
worries.” 

Both thanks and congratulations. 


[13] 


VIC. JENSEN, “The Hussling 
Shoeman” of the “House of a Mil- 
lion Shoes” on Queen Street, Bris- 
bane, Australia, writes: 

“There’s an old saying: ‘Better 
late than never.’ So enclosed find 
my draft for $10.00 for the Re- 
CORDER subscription. The writer 
has been ill over the past six 
months, hence the matter here refer- 
red to was overlooked. I’m glad 
you have continued to send along 
the current issues without a break, 
this is greatly appreciated by the 
writer. 

“These troublesome times when 
the whole world has almost changed 
their vocation from making every- 
day utilities to the mass production 
of armaments, one has to be wide 
awake to keep an even keel. We 
Australians do appreciate the part 
Uncle Sam is playing in the world’s 
conflict and trust ere many months 
we may all be rejoicing over further 


victories.” 


} SADDLE SHOES | 


"They were straight until you sold me those saddle shoes.” 
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JACK I. STRAUS 
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president of R. H. Macy & Co., Inc., of New York. Edna 
Woolman Chase, editor-in-chief of Vogue, spoke of 
coming styles under the topic “Footprints for Autumn.” 
The session closed with a style revue. 


POINTING to the necessity, at this time, for repeated 
emphasis on the practical realities of business, together 
with a proper regard for the need of maintaining the 
American way of life, Mr. Straus declared that it is 
also essential to avoid the harm that comes from im- 
position of unreal, artificial and unnecessary distur- 
bances of our ordinary way of living. Exploitation of 
our citizens, whether through price advances or other- 
wise, cannot be tolerated, he declared. 

“In a growing number of instances,” said Mr. Straus, 
“the defense program is becoming the standard expla- 
nation of the need for higher prices. There are par- 
ticular cases where the explanation; is sound; but it is 
now used for such a wide range of merchandise, often 
only remotely connected with defense projects, that 
some specific analysis of the broad aspects of rising 
price trends in consumer goods is warranted. 

“The defense program to date imposes no really seri- 
ous burdens upon the nondurable consumer goods indus- 
tries. From June 1, 1940, to Feb. 28, 1941, contracts 


Asks Minimum of Interference 


THE economic background of the present situation in 
the retail shoe business, as well as the style outlook for 
the coming Fall and Winter season, claimed the attention 
of members of the National Shoe Retailers Association 
and representatives of other branches of the shoe and 
leather industries as they gathered in New York on 
Monday and Tuesday of this week for the’ semi-annual 
style conference of the National Shoe Retailers Asso- 
ciation, held in conjunction with the Official Opening 
of American Leathers for Fall, under the auspices of the 
Tanners Council. Both events, as usual, were held at 
the Waldorf-Astoria Hotel, and both attracted an un- 
usually large attendance, duc, no doubt, to the fact that 
shoe and leather men alike are eager to obtain light and 
guidance that will enable them to deal more intelligently 
with the present situation and the problems of the future. 

The opening session of the Style Conference was held 
Monday morning in the Starlight Roof of the Waldorf. 
L. E. Langston, executive vice-president of the National 
Shoe Retailers Association, presided. Carl Burgstahler, 
of Chicago, N.S.R.A. president, extended the official 
greetings and a warm welcome to representatives of all 
branches of the industry. Merrill A. Watson, executive 
vice-president of the Tanners Council of America, gave 
his “Observations on the Shoe and Leather Market.” 
(Highlights of Mr. Watson’s address are published 
elsewhere in this issue.) “The Defense Problem—A 
Merchant’s Viewpoint” was discussed by Jack I. Straus, 


amounting approximately to twelve billion dollars were 
awarded. Of this amount, it is estimated that only 370 
million, or about 3 per cent, represented contract awards 
for clothing and equipment for our armed forces. Even 
if we add the recent new appropriations, the total pur- 
chases for this type of goods will remain a very small 
fraction of defense awards. 


669JF we analyze these contracts further, we find about 
40 per cent is for ships and submarines; 19.5 per cent 
for aircraft and parts; 17.6 per cent for various kinds 
of construction; and the remaining 23 per cent is scat- 
tered over automotive equipment, ordnance, ammuni- 
tion, and other types of defense articles. These con- 
tracts call for capital goods principally. They provide 
no proper basis for the plea that extraordinary defense 
demands are creating serious shortages in consumer 
goods and necessitate large price increases. 

“The defense program should make little inroad 
upon the supply of goods and services normally bought 
by the American people: The most authoritative survey 
of aggregate expenditures of individuals and families 
shows that a relatively small percentage is spent for 
durable consumption goods. Food, clothing, household 
operation, recreation, tobacco, medical care, reading, 
education, and similar items represent about 70 per 
cent of consumer expenditures. The housing percent- 
age is 18.9 per cent and this is mostly rent; home fur- 
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and automobiles absorb 7.6 per cent, of which a sub- 
stantial amount is for gasoline, oil, garage fees, insur- 
ance, and similar operating expense. Thus, the vast 
bulk of our national expenditure on consumption is for 
goods not needed for defense purposes. In those special 
cases where there is a direct relationship to defense re- 
quirements, that relationship is not usually of such a 
character as to warrant serious disturbance of -prices. 
“The uniforming of our national army and the pro- 
vision of adequate- reserve supplies call for materials 
normally used in non-durable consumer goods; but this 
draft on supplies of these raw materials will bear 
analysis. When men are inducted into service, they 
cease to be large consumers of civilian clothing, under- 
wear, shoes, and other consumption goods. Unfortu- 
nately for the farmer, there is probably no great change 
in the amount of food they consume. In other words, 
the net additional draft on the supplies of basic mate- 
rials used in consumer goods may not be very large. 
The needs of an army in training must be sharply dis- 
tinguished from the needs of an army in the field. 
“Since last Summer there have been sharp advances 
in cattle hides and calf skins; these changes in the 
little else in defense requirements that need cause anx- 
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iety about production and prices of women’s shoes. 
Obviously, neither the army nor the navy has any use 
for ‘foot millinery.’ . . . 


S66JTHERE is one other phase of the defense problem 
that deserves some comment. That is the recurrent talk 
about the imposition of general sales taxes. The financ- 
ing of the defense program is a subject for fiscal experts, 
but a merchant may discuss with propriety some aspects 
of consumption taxes that are not always appreciated 
when the search begins for new and additional revenues. 
“There are a number of reasons why a general sales 
tax is not warranted in the present emergency. Few 
taxes have been more generally condemned by tax 
authorities. Despite this condemnation ‘he demand for 
this type of taxation is repeated every time new fiscal 
needs arise. A tax based on gross sales or receipts can 
make no allowance for differences in the rates of profit 
for varying kinds of business. To the extent that it is 
not shifted by the seller to the buyer, it imposes unequal 
and unfair burdens upon business. No plan of special 
exemptions for certain types of sales can be set up with- 
out increasing the inequities of the tax. Marginal firms 
[TURN TO PAGE 33, PLEASE] 


with Life and Business... 


President of R. H. Macy & Co. Telis Styie Conference Voluntary Con- 
trol Is Preferable to Far-Flung Schemes of -Government Regulation. 


nishings take only 2.8 per cent of total expenditures; 
primary markets have been reflected in varying degree 
in finished leathers. There does not seem to be any 
shortage of the more important raw hides and skins 
and our stocks can still be supplemented by imports 


from non-belligerent areas. Sudden extra demands for 


sole and upper leather have strengthened prices tempo- 4f* ~ 


rarily. Certain specialty leathers are in short supply 
because of the closing of continental markets. ‘The de- 
velopment of leather substitutes has made considerable 
progress in the past ten years. This substitution will in- 
crease if sharp price advances in leather are maintained. 
“The National Industrial Conference Board has esti- 
mated that the typical soldier uses from four to five 
pairs of shoes annually, or about twice the number of 
pairs used in civilian life. On this basis a national army 
of 1,400,000 men would use between five and seven 
million pairs of shoes annually. But only about one- 
half of this requirement represents an additional de- 
mand on shoe manufacturing facilities. This new de- 
mand is equal to about 3 per cent of the output of men’s 
shoes in 1940. In terms of the potential capacity of this 
industry, it is, of course, an even smaller percentage. 
“Except possibly for some types of leather, there is 
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new feeling in this ankle high cross 

sandal in gleaming patent leather. Costume 

from Joseph Whitehead with silver fox scarf. Furs 
by The Arnheimers and hats by Lilly Dache. 


Beige shoes and bag for a dressy Spring costume. The 
dress ... from Joseph Whitehead . . . is light olive 
green with matching off-the-face hat. The stone marten 


Sailor pump in navy gabardine and calf. 
Matching handbag. Navy coat over brilliant 
red wool tweed suit from Anthony Blotta. 
Jewelry from Castlecliff, bags from Pichel. 


3 
jacket blends with the leather tone. 
Me 
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Dramatizing Best Selling Shoes for 1941 Spring and Summer, the 
Fashion Revue at the Waldorf Offered a Series of Stimulating Pro- 
motion Ideas in Clever Presentation. 


Allachite shoes worn with white flow- 

ered voile dress from Jane Derby. 

White starched lace bonnet. All gl 

from Daniel Hays, hosiery from 

Propper - McCallum, make-up from 
Helena Rubinstein. 


Indian shoe with vamp punched 
through and hand-laced to simulate 
genuine beading. Indian headdress 
suggested in hair ornament of green 
feathers. Smart beige spectator dress 
from Dorothy Cox of McMullen. 


Dressy low cut d’Orsay pump in berry 
tone deeper than many Spring reds. 
Pleated and tiered black chiffon dress 
from Jane Derby. Red and blue tur- 
ban. White caracul swagger coat. 


CLIMAX to the Monday morning Style Confer- 
ence of the National Shoe Retailers Association . . . 
held concurrently with the showing of Fall leathers 
by the Tanners’ Council of America . . . was the 
Style Show of best selling Summer styles. Seven 
groups of ensembles dramatized the following high- 
lights. “Put Your Prettiest Foot Forward” pre- 
sented pretty shoes of all types. “The Lowdown 
on Heels” showed low heels in town and country 
shoes. “The Neutral Shades” emphasized the im- 
portance of beige and blond shoes in all types. 
“Mixed, Matched and Blended” used beige, navy 
and red accessories in three ways. “The Indian 
Sign” appeared in several treatments, especially 
fringing. “Play Shoes,” “Red Shoes” and “White 
Shoes” accented these important styles. All types 
of leathers were represented on the runway. The 
Show was ably directed by Miss Mary Martin, with 
Miss Jerry Johnson acting as Commentator. (A 


Mother and Daughter theme very strong for Sum- 
mer. Identical Cadet Blue flannel suits from more detailed account of the Show will be found 
Mary Lewis. M. L. Jr. on Daughter's pocket. 


Matching brown crushed calf Norwegian moccasins. in a subsequent issue.) 
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SINCE last fall the tide of events has inexorably been vice shoes has accounted for approximately six to eight 
followed by a change in our mental attitudes. From million pairs annually. In itself, this does not repre- 
being uncertain, hesitant, and even pessimistic, there sent a large proportion of the industry’s actual output 
are many members of the shoe and leather industries or its potential shoe capacity. Nevertheless, in the man- 
who are permitting their enthusiasm to become un- _ ufacture of these shoes, substantial quantities of certain 
critical. The pendulum is swinging with equal violence specific types of leather are required. In addition, and 
in the opposite direction. We have been for the last perhaps more important, the prediction made last Fall 
two months in a forward buying or covering period that consumer demand would slowly but definitely move 
such as we have learned to fear in the past. Retailers upward, has been confirmed. Reluctant as our trade 
are covering ahead on shoes, manufacturers are cover- was to accept the evidence of monthly sales gains, it has 
ing on leather. Tanners, in turn, are trying to protect been forced to meet that demand and to supply the 
themselves on raw material wherever possible. We wanted goods. 
have not been alone in this tendency; it has been for As usual, when the facts are finally accepted by a 
the great part typical of all industry, and the causes are majority, there is prone to be some exaggeration. It is 
known to all of you. probably for this reason, more than any other, that in 
In ordinary times these buying cycles and periods the last few weeks the leather and shoe industries have 
of stagnation are deplorable but they are probably un- been experiencing a pronounced buying movement. 


Leather Priecesand Raw Materials 


Merrit A, Watson, Executive Vice-President of the Tanners’ Council, 
Analyzes the Underlying Factors of the Raw Materials Market and 
Leather and Shoe Price Trends in Address at N.S.R.A. Style Conference 


avoidable in a competitive, volatile economy. But to- Until recently, leather buyers seemed to be operating 
day, the consequences of exaggerated swings in our quite generally on the sound premise of meeting their 
appraisal of the outlook are more dangerous than ever; requirements as these requirements developed. But now 
we are not only responsible to ourselves; we are respon- there appears to be a tendency to discount the future as 
sible to the nation. far ahead as possible. Whatever may be the basis and 


I should like to review for you some of the facts cause of forward buying, we know that its results have . 
which should have a primary place in the interpretation always proved unequivocally bad. Speculative profits \ 
of what is likely to happen and in the planning of your in our industry are a delusion. [| think that today after 
individual policies. Since last Fall, we have been con- their sad experiences of the last ten years, most tanners B 
fronted by two distinct developments affecting the de- are reluctant to anticipate future events. They believe 
mand for shoes and leather. In the first place, the it to their customers’ as well as to their own advantage B 
United States government has become a large customer that unreasonable and unsound forward buying be M 
for footwear and other products. The purchase of ser- checked. Let me emphasize again that in these times 
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we have a responsibility that transcends our individual 
businesses. 

In trying to appraise the outlines of the future, any 
analysis has to be oriented about the assumption that 
the present state of international affairs will continue. 
This implies a high or increasing level of industrial 
activity within the United States, stimulated by our de- 
fense efforts, by aid to Britain and aid to other coun- 
tries. I do not propose to make any guesses about the 
the impact of the defense program upon our economic 
lives. All that can be said with any degree of assurance 
is that a productive effort of the scope now in progress 
must enlarge total employment, payrolls and potential 
purchasing power. However, any sudden or violent 
change in the status quo will probably justify calling 


all bets off. 
From the probable course of business activity and 


Supply Situation 


LEATHER SHOW COMMITTEES 
Color Committee 


Robert E. Binger, New Castle Division, Allied Kid 
Co., New York. 

George H. Mealley, The Ohio Leather Co., New 
York. : 
Carl J. Barnet, J. S. Barnet & Sons, Lynn, Mass. 

William H. Barrett, Barrett & Co., Newark, N. J. 

Joseph Kaplan, Colonial Tanning Co., Boston, 
Mass. 

Frederick J. Blatz, Amalgamated Leather Cos.. 
Wilmington, Del. 

Harry M. Came, American Hide & Leather Co.., 
Boston, Mass. 

James T. Gormley, B. D. Eisendrath Tanning Co., 
Boston, Mass. 

J. M. Macpherson, John R. Evans & Co., Boston, 
Mass. 

Milton Hubschman, E. Hubschman & Sons, Phila- 
delphia, Pa. 

Robert J. Mellin, A. C. Lawrence Leather Co.. 
Peabody, Mass. 

Frank H. Miller, G. Levor & Co., Inc., New York. 

Burt W. Rankin, Hunt-Rankin Leather Co., Bos- 
ton, Mass. 

Fred J. Rueping, Fred Rueping Leather Co., Fond 
du Lac, Wisconsin. 

Daniel H. Hickey, Surpass Leather Co., Philadel- 


phia, Pa. 
Exhibit Committee 


George H. Mealley, The Ohio Leather Co., New 
York (Chairman) .* 

Daniel N. Gutmann, Gutmann & Co., Chicago, Il. 

Robert J. Mellin, A. C. Lawrence Leather Co.. 
Peabody, Mass. 

Fred J. Blatz, Amalgamated Leather Cos., Inc., 
Wilmington, Del. 

Milton Hubschman, E. Hubschman & Sons, Phila- 
delphia, Pa. 

Daniel H. Hickey, Surpass Leather Co., Philadel- 
phia, Pa. 

J. S. C. Harvey, Jr., John R. Evans & Co., Cam- 
den, N. J. 


MERRILL A. WATSON 


Executive Vice-President of the 
Tanners Council of America. 


the general demand for goods, the outlook for shoe 
production is favorable. It does not seerr to be a matter 
of any importance whether you guess shoe production 
for 1941 at 430 or 440 million pairs. The essential 
fact is that in terms of productive levels of the past few 
years, 1941 may well reach or exceed the high water 
mark. One can accept this without subscribing to the 
violently optimistic forecasts of 460 or 480 million pairs 
of shoes in 1941. After all, the United States in the past 
has enjoyed a very high standard of living. Further- 
more, the additional taxes or savings bonds may divert 
some purchasing power from the retail counter to the 
Federal Treasury. . . . 

There is one point in connection with leather price= 
which the tanning industry must reiterate upon every 
occasion. I want to say here as unequivocally as pos- 
sible that there can be no logical or economic alterna- 
tive for the tanner except to price his products on re- 
placement. Time and again the contention is put forward 
that replacement pricing, in the case of an advance in 
raw materials, represents an unwarranted write-up of 
inventory. It means nothing of the kind in the tanning 
business with its long process and slow turnover. The 
tanner does not liquidate his inventory periodically; he 
is obliged’to maintain a minimum working inventory if 
he is to supply leather at all times. Furthermore, some 
60 per cent or 65 per cent of the cost of leather is rep- 
resented by the raw material. Unless the tanner can 
buy back a hide or skin for every finished hide or skin 

[TURN TO PAGE 35, PLEASE] 
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Terhune: 1 wanted you two men to meet as you 
-both have done an outstanding job in selling casual 
shoes. Ralph Walton, when he took the job of 
buyer of women’s shoes at Lord and Taylor, 5th 
Avenue, New York City, discovered the store was 
doing a very small volume in play and casual foot- 
wear. By putting in a real program, this business 
was developed to an annual volume of well over a 
$100,000, and he is so convinced of the future of 
casual shoes that he has left Lord and Taylor to 
spend all his time promoting shoes of this type. 
William Gude, here in Los Angeles, as buyer for 
the Gude casual shoe department, started four 
years ago with a scanty stock of rubber beach 
shoes and in four years has seen this business grow 
until he can hardly keep abreast of it. In fact, he 


TEN POINT PLAN 
FOR CASUAL PROMOTION 


Above: William L. Gude, right, is in- 

troduced to Ralph Walton by Harry R. 

Terhune in the center. The meeting took 

place in the Desert and Resort Shop of 

the Gude Los Angeles store and proved 
to be an interesting discussion. 


Right: Mr. Gude shows Mr. Walton how 
they spot small displays of gay casuals 
around, brightening up the corners. 


Lejt: Mr. Walton comments, “I 
see you use these box card 
tickets, too.” Mr. Gude replies 
that it is the best method he 
knows of posting against daily 
unit control records. Tickets 
are accurate and avoid errors. 


Photos by Swarthe, Hollywood, Calif. 
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Right: Mr. Gude tells Mr. Walton that no mer- 
chandise in the store brings in as many customers 
as colorful casual type footwear showing him a 
small corner display in the window. 


now merchandises it with all the care and system 
that he uses in merchandising his regular shoes. 

Gude: Glad to meet you, Mr. Walton. . . . 

Walton: Thanks, but please call me “Sandy,” 
everybody else does. 

Gude: Fine. As a matter of fact, I answer to 
the name of Bill, myself; but seriously, Sandy, I’d 
like to hear how you went about doing this casual 
shoe job at Lord and Taylor. 

Walton: It really was very simple, once we de- 

[TURN TO PAGE 40, PLEASE] 


Harry BR. Terhune, Boot and Shoe 
Recorder Field Editor, cornered Raiph 
Walton, former buyer ef women’s shoes 
for Lord & Tayllor, New York, and 
William Gude, buyer for the casual shoe 
department of Gude’s, Los Angeles, both 
of whom have done outstanding jobs 
promoting and selling play and casual 
shoes. Their dialogue, as here recorded, 
gives some interesting sidelights on the 
methods that enable these experts to chalk 
up sales records on recreation footwear. 


Right: Mr. Walton noting salesman Paul Hawkins 
showing a customer a matching bag and belt after 
selling her a pair of shoes says, “I see your sales- 
people show belts and bags after a casual shoe 
sale, just as they do after a regular shoe sale, all 
of which adds up to some nice extra business.” 


Above: Mr. Gude shows how they keep a close 

unit control on sales, stock and “on order” in 

their casual department, just as they do in all 
their fast-moving, money-making sections. 


Left: Mr. Walton tells Mr. Gude as he locks over 
the Gude display shelves, that selling couvters 
around the store are no problem if three rules 
are followed, namely: always have competent sales- 
people in attendance; operate out of one inven- 
tory, under supervision of shoe department. 
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THE Campbell-Hathaway Company in Uniontown, 
Penna., is a store featuring footwear for the entire 
family. It is also a fine example of the type of father 
and son enterprise that has flourished in our industry. 

A. N. Foster is the father, and A. N. Foster, Jr., is the 
son. The Fosters and the Campbell-Hathaway Com- 
pany have subscribed to Boot anp SHOE RECORDER 
for twenty-five years. Mr. Foster, Sr., says: 


“IT have been wanting to write you for some time to 
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tell you the satisfaction we get from reading the Boot 
AND SHOE Recorper, to keep up with the changing 
styles and new ideas that you advance from week to 
week; also the editorials written by Arthur Anderson 
on world events and their reaction on the retail shoe 
business. These articles are timely and carry a lot of 
weight with the average shoe man. 


“The REcorDER is read by myself and every member 
cf our sales force each week.” 
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BERGDORF 
@DMAN 


SUCCESS BUILT ON QUALITY 


Deiman Salon at Bergdorf Goodman, Now Claimed to Be 


World's Largest Store Devoted to the Retailing of Shoes in 


the Highest Quality Ranges. 


@NE of the most impressive store fronts on Fifth 
Avenue, that thoroughfare of beautiful shops devoted to 
quality merchandise, belongs to a shoe store. It is the 
exterior of the salon of Delman, Inc., creators and mak- 
ers of exclusive handmade women’s footwear, which 
has been expanded twice since its opening in the Fall 
of 1935, the second expansion having been recently com- 
pleted. With the current enlargement, the Delman 
Salon is now said to be the largest shop in the world 
devoted to quality shoes in this price range. The small 
salon at the back of the original large one has been 
converted into the custom order department, where the 
highest style models will be shown, and another group 
of display windows has been added to the wide expanse 
of gleaming plate glass that makes the exterior one a 
showplace on the avenue. 

Continuing the decorative theme of the other Salon, 
French furnishings from the periods of Louis XV and 
XVI prevail in the new section, while walnut settees and 


Above: The newly enlarged Delman, Inc., Shoe Salon, 
on Fifth Avenue, New York, presents a beautiful exte- 
rior, with its wide expanse of plate glass and well ar- 
ranged group of display windows, providing three large 
display settings and four smaller ones for special units. 


love seats are upholstered in a greyish tone of ashes-of- 
roses velvet with any number of luxurious Bergeres and 
arm chairs scattered around for the added comfort of 
the customer. Mahogany Louis XV and XVI display 
cases lined with mirrors and embellished with chiseled 
bronze mounts and fine mahogany tables with gold 
tooled leather tops in old ivory harmoniously add to 
the beauty of the Salon. The predominating color 
scheme is in dusty rose beige and taupe with contrast-* 
ing notes of silvery almond green. 

Gene Moore, display director of Delman’s, planned 
a series of Victorian windows for the opening display 
using a mannequin made of starched lace and a pair 

[TURN TO PAGE 33, PLEASE] 
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Who Is in the Dog-house Now? 


SKIN a calf (and if you are a city boy and don’t think 
that’s work, you have another guess coming) ; and you 
begin the work that continues all the way through to the 
fitting stool. I wish some economist would figure out 
how much work there is in a pair of shoes. I’m almost 
at the point of believing that it’s all work—and 
nothing else but work because there are more hands 
that have to work and labor and squeeze and strain to 
force obstinate material into the shape of a shoe than 
in any other article of wearing apparel. 

Labor should appreciate shoes for the amount of ies 
they contain. As industries go, we are fifth in the na- 
tion for employment and that only takes in shoe man- 
ufacturing, as such. If the industry were expanded to 
its true size to cover the supplies, factory fabrication 
and the final selling, it would rate far higher. 

We cite all these things because labor is on the march. 
It is on the march for higher wages. What’s more, it’s 
getting them, even if it has to use strikes and threats of 
strikes to achieve more money. Before long we are 
going to have shortages in skilled labor. Remember, 
this draftee army is not one pulled out of the unem- 
ployed class. It is a cross-section of all men between 
the ages of 21 and 36—the skilled and the unskilled; 
the rich and the poor—fulfilling their responsibility to 
the nation. Their voice, too, will be heard after all this 
is over. 

But that’s neither here nor there. The point is—there 
will be shortages of skilled workers in every line of 
business. The relative skill that you need for shoemak- 
ing, leather-making is something superior to common 
skills. These specialized workers are limited in number. 
The good ones are going to get paid more—especially 
when the general average of wage goes up, living costs, 
etc. So you can’t blink the fact that labor and the wages 
of labor are going to be a factor in the increase in the 
price of shoes for the duration of the war—defense or 
whatever you call it but war goods nevertheless. You 
can’t take 1,400,000 men by June and 4,000,000 by next 
January out of useful work—and not feel it. 

In this week’s Boot anp SHoe RecorperR you will 
read the story of the first of the conferences held on 
the subject of pricing in Washington. It’s only the be- 
ginning of the period of powerful pressures—one on 
the part of Washington to keep prices down and the 
other on the part of the irresistible force of economics 
to push them up. Again we say, it’s labor and wages 


by ARTHUR D. ANDERSON 
EVITOR, BOOT AND SHOE RECORDER 


that’s doing the pushing and broadly speaking, the pub- 
lic asking for better wages must expect to pay better 
prices—ipso facto. 

There is nothing very final about the first meeting. 
It was exploratory and the final release, published else- 
where in this book, is a clear statement as of this hour 
and day. 

Remember what Ralph Waldo Emerson said: “We are 
of different opinions at different hours but we always 
may be said to be at heart on the side of truth.” Eco- 
nomic truth is also incontrovertible—if it costs more 
to make, it will cost more at the point of sale (that is 
if we consider the same standard of shoes). 

But when we meet the public over the fitting stool 
we haven’t the courage that we had when we were 
facing the facts in the factory, or the sample room. We 
feel that the public wants a shoe at $1.91, $2.95, $3.98, 
$6.50—or what have you. So we cut or change the 
quality, trim or change the shoe and its ingredients 
and we try to reconcile ourselves that we are giving 
values. That too is true! We are giving the public the 
most for the money at $1.95, $2.95, $3.98, $6.50 and 
up—but it is not the same shoe at those pegs that we 
had before or at this retail date of writing. 

If we had a little more courage, we would move 
the price pegs rather than move the quality 
standards. 

Also, remember, big operators can go into the market 
and contract for scads and scads of supplies and can 
set their prices early and maintain them; but smaller 
organizations, with more specialized shoes in a diversity 
of materials, colors and types must make up samples, 
go out into the retail field, take orders and then come 
back to the factory and buy supplies. Well, between 
the date of sample-making and the date of final sale to 
the merchant, something may have happened in the 
service of supplies. Prices may have risen a half cent 
here or a penny there and the accumulation of these 
increases may be a very significant ten cents or quarter 
over the quota. Who loses then? The manufacturer— 
pinched between his estimate and his actual costs. 

It may be defense millions and billions for other in- 
dustries but it is still penny-pinching in shoes. 
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All dressed up...and going places! 
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PROFITS MOUNT... 


mears @ new 


AYBE you think your familiar 

old store front is good enough 

for you. But how about your cus- 
tomers? There’s no doubt about it— 
they prefer a shoe store with a shining 
Pittco Front that promises pleasant 
shopping conditions and a full dollar 
of value for every dollar spent. The 
Minute fewer new people visit your 
store take warning! It is time to dress 
up your shoe store with a Pittco Front. 
A handsome Pittco Store Front at- 


ITTCO STORE FRONTS 


PITTSBURGH PLATE GLASS COMPANY 


 stonds fot Quality Glass and rind 


® YOU WILL ATTRACT NEW CUSTOMERS and remind old friends to buy more 
when you modernize your shoe store with a shining Pitico Store Front like this one in 
Seattle, Washington. Architect: W. H. Fey. 


- when your shoe store 
Pitteo Front 


tracts a greater volume of regular 
trade from ever-widening areas, and 
exerts a strong influence on shoppers 
from out of town. Merchants of all 
kinds over the country have written 
us that business increases following 
Pittco modernizations have far ex- 
ceeded their expectations. Read 
about their experiences in our new 
Store Front Book. You can get it by 
mailing the coupon. 

Because of our complete line of 


Pittco Store Front Products, and the 
fact that they are available to you 
anywhere in the country through one 
of the hundreds of Pittsburgh Plate 
Glass Company branches and job- 
bers, you will find it a simple matter 


to order a new Pittco Front. And 
when you remodel, consult an archi- 
tect to make sure of an economical, 
well-planned job. Our experts will 
cooperate with him gladly in plan- 
ning a Pittco Front to suit your needs, 
You can pay for your Pittco Front 
with the Pittsburgh Time Payment 
Plan if you wish—just 20% down, and 
the balance in monthiy payments. ¢ 


Pittsburgh Plate Glass Company 
2262-1 


Please send me, without obligation, your new, ill 
“Pitteo Store Fronts — and Their Influence on Ketail Sales.” 


rant Bidg., Pittsburgh, Pa. 
d booklet, 
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Practieal Pointers on 
HOW TO SELL SHOES 


THE wise politician rides into office on the waves of 
suggestion at high tide. He suggests prosperity, lower 
taxes, ease and luxury or a new deal in his bursts of 
oratorical rhetoric. Perhaps not in so many words 
but he seeks out the thought suggestion that will appeal 


to the greatest number of voters, then proceeds to mold 


it into a pattern to please the most discriminating cul- 
tural tastes. His glowing enthusiasm for the betterment 
ot humanity belies description. He flatters his hearers 
and suggests to them the needed reforms about which 
they become enthused. 

We shoe men are dealing with that same mass psy- 
chology, only WE must promote and suggest individ- 
ually instead of en masse. Nevertheless, suggestion 
starts a train of thought that if skillfully followed up 
will create an unquenchable desire for the article or 
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by PATRICK A. MORGAN 


thing we wish to promote. First, of course, we must 
discover just what it is that this particular foot needs 
or could use. Then we must suggest it in an appealing 
manner that will create acceptance. It would not do to 
tell a woman that she is a flat-footed, broken down 
old war-horse, but we CAN create an impression that 
those dire extremities may result unless our suggested 
preventive measures are followed. 


TO the debutante we can hold out allure, personality 
and ankle appeal as the ultimate goal in personalized 
footwear that will continue to beautify, mold and pro- 
tect the most delicately shaped underpinnings. To the 

[TURN TO PACE 36, PLEASE] 
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To Manufacturers: 


For Rent 


To Jobbers and Wholesalers: 


Sample rooms in The Republic Building, State at 
Adams, one-half block south of the Palmer House. 


To Retailers: 


Large spaces in the wholesale district and in the 
“Loop” District. 


-GORDON STRONG AND COMPANY 


209 S. State Street Harrison 8191 


Well-located store locations in several outlying 
shopping districts and a number of splendid “loop” 
locations. 


For complete information please consult 


LOUIS HALLER 
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A Boot and Shoe Recorder Department 


by JOHN F. W. ANDERSON 


BEST IDEA OF THE WEEK 


SHOE SELECTION CONTEST 
The Public Loves a “Chance for a Choice” 
(Schleisner Co. Baltimore, Maryland) 


O. P. Ideator—“A number of men in the trade have 
told me about a promotion that you run in your store 
twice a year which not only arouses interest in women’s 
shoes during the off-season but also gives you an ad- 
vance barometer as to which shoes are most atialy 
to be your best selling numbers in the coming season.” 

Buyer Jerome West—“As far as I know the idea 
was originated by Mr. Passamaneck of Rich’s in Atlanta, 
but perhaps I have given it a few extra flourishes. 

“Our Shoe Election Contest, as we call it, is all built 
eround an idea (and a lot of work) of selling more 
shoes early in the season and trying to make the be- 
tween-season lull as short as possible. The only thing 
unusual about the promotion is the approach, which 
makes an enjoyable game out of getting your customers 
to do just what you want them to do, namely, to look 
at your shoes and make a choice among them no 
matter whether they buy or not.” 

O. P. Ideator—“Tell me, how did this idea origi- 
nate?” 

Mr. West—“How often has every shoe merchant said 


Contest Window—48 shoes—48 states and 


to himself when he opens up his first new case of 
shoes, ‘Boy, oh boy, aren’t they gorgeous!’ Which may 
be self praise, but where is he going to get it except 
from himself. Then he says to himself, ‘If I could 
only get my customers to see these shoes right now, 
even though it will be another three weeks before 
the weather will be right to wear them. But I can only 
advertise a couple at a time and then only three times 
a week, and the newspaper don’t show shoes as they 
really are, and I'll only get the front window twice 
this season, etc., etc.’ 

“The Shoe Election Contest is a way of partially 
overcoming these very real objections and keeping 
up for an extended time the enthusiasm of yourself, 
your sales people and a good share of your clientele 
in the newness, correctness and freshness of your mer- 
chandise,” 

O. P.' Ideator—“Now, let us hear about that vital 
point of timing of the contest?” 

Mr. West—“In order to cut down on expense, we 
send out the announcement of our contest as a state- 
ment enclosure and usually plan to start it on the day 
following receipt of the statements. We even induce 
our store to have the statement date moved forward or 
back a day in order to start our contest at the begin- 
ning of the week. The statement enclosure reads some- 
thing like this: 

BLANK COMPANY ANNOUNCES ITS SECOND 
SHOE ELECTION CONTEST 


This is our unique way of introducing our com- 
plete new Spring (or Fall) footwear originals to 
you. Forty-eight shoes bring you all that is new 
and correet in shoe styling, direct from the Crafts- 
man’s work bench 

If you voted in our first contest you will need no 
urging to exercise your franchise again. If you 
did not vote in Contest No. 1, you missed a lot of 
fun and a chance to win a valuable souvenir. 


ow © fF 
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Attached is your voting ballot— 
with fall instructions. We would like 
to have you bring it with you to the 
polls, but if you forget it, we have 

meny more for you and your friends. 

“A ballot is also enclosed with 
the announcement. Full instruc- 
tins about the voting and selection 
o! the winners is on the reverse 
s de of the ballot. Sometimes we use 
a more elaborate announcement, 
sowing line drawings of the forty- 
eight shoes, but this is more expen- 


sive.” 


OFFICIAL BALLOT 
SCHLEISNER CO. 
4th SHOE ELECTION CONTEST 
Nothing to buy---Prizes valued at $200.00 
see reverse side for simple details 
Piease Mark Your Choice With an X 
Candidates Candidates 
Alabama Nebraska 
0 Arizona Nevada 
0 Arkansas (J New Hampshire 
0 California (CD Néw Jersey 
Colorado New Mexico 
Connecticut New York 
C Delaware () North Carolina 
Florida North Dakota 
Georgia Ohio 
Idaho Oklahoma 
Minois Oregon 
Indiana Pennsylvania 
Iowa (CD Rhode Island 
Kansas South Carolina 
Kentucky South Dakota 
Louisiana Tennessee 
Maine Texas 
C) Maryland Utah 
0D Michigan () Vermont 
(J Massachusetts | Virginia 
Minnesota Washington 
Mississippi (CO West Virginia 
Missouri () Wisconsin* 
Montana Wyoming 
Address 
Tel h Number ......... 
Fold Your Ballot and Place in Ballot Box 


Ballot used in Schlesinger Contest. 


O. P. Ideator—“I can see that 
these are very necessary prelimi- 
naries, but from previous observa- 
tions, I know that the success of any 
contest lies in the care of prepara- 
tion, the cooperation of the display 
department and the amount of en- 
thusiasm generated by the whole 
selling staff.” 

Mr. West—*You are perfectly 
right, so let me amplify on the de- 
tails. Our contest lasts one week, 


during which time we show forty- 
eight new shoes in a prominent 
window, each labeled with the name 
of a state. To lend additional color 
and interest, we show the state 
flower beside each shoe and the 
background of the window is a map 
of the United States. 


“Our customers and prospects 
are invited to look at our shoes in 
the window, then examine them 
closely at a special display in our 
shoe department and vote for their 
choice. On two occasions we have 
used official voting booths bor- 
rowed from the city, to register, the 
votes. The customer votes decide 
the winner and we are usually able 
to keep close enough track of the 
voting so that we can have a pic- 
ture of the winning shoe shown in 
the Sunday paper, one day after 


the close of the contest, with the - 


names of every person who selected 
the shoe and won a souvenir prize.” 


O. P. Ideator—*! think that you 
have outlined this contest so clearly 
that every shoe retailer can under- 
stand just how it works. But tell us, 
what do you give away in the form 
of prizes to the winners?” 

Mr. West—*Prizes to those who 
select the winning shoe can be any- 
thing we want to use in the way of a 
gadget that will be appreciated. We 
have used initialed compacts, which 
get the winners into the depart- 
ment at least twice again. We have 
also used quality mechanical pen- 
cils enscribed with the words — 
WINNER SHOE ELECTION CON- 
TEST.” 

O. P. Ideator —“This contest 
sounds great, but how about the 
expense?” 

Mr. West—“It doesn’t cost as 
much as you might think. Our 
contest costs about $250 all told 
— $100 for prizes, $100 for an- 
nouncements, advertising and print- 
ing, and $50 for the display setup 
for the window and interior. The 
winning shoe will run about 10 per 
cent of the total vote cast.” 


Mr. West—“l.—Don’t plan the 
contest less than a month in advance. 


“2.—-Don’t allow anyone (except 


[29] 


“3.—Cover fast on the three 
shoes with re-orders. You'll need 
them no matier what your guess is. 

“4.—Don't let your contest lag. 
Keep up the excitement and bally- 
hoo all the time and give your voters 
a real thrill at making their decision. 

“5.—Time your contest for the 
early beginning of a new season. 

“6.—Make your home state a very 
ordinary shoe. 

“7.—For the entire week, have 
everyone in your store wear a badge 
saying, I WANT YOUR VOTE, 
SHOE ELECTION CONTEST. 


“In conclusion, I might say that 
in a short space of time we have 
induced a large number of our 
customers and prospects to look 
carefully at some forty-eight shoes, 
to express a choice of these shoes, 
and enjoy doing it with no obliga- 
tion to buy. We have women bring- 
ing friends downtown to vote for 
their shoe to swell its total vote. 

“We have sentimental old ladies 
come in and vote for the Pine Cone 
—not hecause it’s the State Flower 
of Maine, but because they love the 
smell of Pine Cones! We coax 
many of our personal customers 
into buying early while our stock 
is freshest and most complete. We 
have an awful lot of work, but we 
have fun too—and we think it has 
been profitable publicity.” 

O. P. Ideator—“And I'm going 
to have a lot of fun telling this story 
to our shoe retailers. Many thanks!” 


SHOE 
ELECTION 
CONTEST 
_ yourself) to keep track of the votes. 
The news of the probable winner 
can swamp you with wise votes the 
last day and make it expensive for 
you in prize gifts. 
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Military Influence 
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Left: Steven J, Jay, R. H. Fyfe & Co., chairman, 

opens the men’s style committee meeting. Below: 

Ruth H. Kerr, style analyst of the Calf Tanners’ 

Association, outlines the importance of the new 
leather colors for Fall. 


Important Factor in Men’s Fall Shoes 


THE meeting of the Men’s Shoe Style Committee of 
the National Shoe Retailers Association at the Waldorf- 
Astoria, on March 31, attracted a record attendance of 
merchants interested in the discussion of new Fall 
trends in shoes. Presided over by Steven J. Jay, men’s 
shoe buyer of R. H. Fyfe & Co., Detroit, and with 
George B. Hess, of N. Hess’ Sons, of Baltimore, Md., as 
co-chairman, the meeting proved to be one of keen 
interest. 

The first three speakers to be heard from were Henry 
Jackson, men’s style editor of Collier’s; O. E. Schoeffler, 
of Esquire, and R. H. Goodridge, men’s style editor of 
Boot AnD SHOE RECORDER. 

Mr. Jackson spoke of several new shoes that are still 
in the development stage for Fall promotion, including 
the saddle monk shoe, worn by the Duke of Windsor 
in Miami; a new Norwegian treatment of the three- 
quarter high shoe, and the thick-soled, reversed calf 
leisure shoes in colors. 

Mr. Schoeffler gave an outline of the fabric trends 
for Fall illustrating his remarks with a fabric display 
of several of the outstanding colors and patterns. 

Mr. Goodridge gave a resume of the important styles, 
patterns and leathers which are expected to be volume 
business next Fall and Winter. 

Following, Miss Ruth H. Kerr, style analyst of the 
Calf Tanners’ Association, presented the color picture 
in men’s Fall shoes. She emphasized the importance 


Strap Oxtords, Norwegian and Moccasin 
Patterns Expected to Be Better than Ever 


This Fall, with Antiquing More Generally 
Popular on Darker Finishes. 


of the military influence in men’s shoes bringing out 
the importance of the new military colors, Patapas 
Brown and Chilean Brown, the latter of the cordovan 
shade which fits in very well with the footwear demands 
of officers and enlisted men as well. 

George Hess gave an account of his trip to the west 
coast on which he noted the growing importance of the 
western influence in men’s footwear. 

Reports were heard from quality and volume manu- 
facturers on Fall style trends and results of last season’s 
business, as well as from pattern makers, sole and last 
manufacturers. These speakers included B. Harrison 
Cort, president of Stacy-Adams Company; L. C. Light, 
of the Brown Shoe Company; Archie Mudge; Lester E. 
Packard, Avon Sole Company; Howard Vining, of 
Jones & Vining; A. C. Cutter, of the Alfred Hale Rubber 
Company, and D. R. Lane, of the Dunbar Pattern Com- 
pany. 

The general opinion of the meeting was that the 
military shoes such as the monk strap oxfords and the 

[TURN TO PAGE 40, PLEASE] 
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To Hold Two National Shoe Fairs in 1942 


Joint Committee of Manufacturers and Retailers Selects Janu- 
ary 5-8 and November 2-5, 1942, as Dates 


for Official Shows 


New Yorxk—At a meeting held here 
on Monday of this week, the Joint 
Committee of the National Shoe Fair, 
sponsored by the National Shoe Re- 
tailers Association and the National 
Boot and Shoe Manufacturers Asso- 
ciation, selected January 5, 6, 7, and 
8, 1942, as the dates for the next Na- 
tional Shoe Fair. The fair will be 
held in Chicago. 

Further action was taken by the 
committee in setting the dates for the 
next following National Shoe Fair, 
after January, 1942, which will also 
be held in Chicago on November 2, 3, 4, 
and 5, 1942. These dates were decid- 
ed upon by the Committee to meet ezo- 
nomic problems confronting the indus- 
try, pointing to earlier dates for 
holding the National Shoe Fair. They 
eliminated a January show in 1943. It 
is the intentjon of the Committee in 
promoting the National Shoe Fair for 
January 5, 6, 7, and 8, 1942, to include 
and emphasize the next following Fair 
which will be held November 2, 3, 4, 
and 5, 1942. 

By adopting this program of dual 
promotion and publicity, the Commit- 
tee is firmly convinced that retail mer- 
chants and shoe manufacturers will 
have definitely fixed in their minds the 
dates of the next two National Shoe 
Fairs, January 5, 6, 7, and 8, 1942, and 
November 2, 3, 4, and 5, 1942. 

This plan will provide an opportunity 
for both buyers and sellers to organ- 
ize their promotion plans to co-ordinate 
with dates of both shows to be held 
in 1942. 

The Stevens Hotel was again select- 
ed as headquarters for the next show, 
January 5, 6, 7, and 8, 1942. For the 
following show in November no hotel 
was designated as headquarters. This 
matter was deferred for consideration 
to a later date. 

The following were named co-chair- 
men of the Joint Committee to head 
the National Shoe Fair: Carl Burgstah- 
ler, F. E. Foster Company, Chicago, 
Illinois, president of the National Shoe 
Retailers Association, and L. V. Her- 
shey, Hagerstown Shoe and Legging 
Company, Hagerstown, Maryland, 
Chairman of the Board of the Na- 
tional Boot and Shoe Manufacturers 
Association. 

In addition to the above named. co- 
chairmen, the following are members 
of the Joint Committee. Representing 
the National Shoe Retailers Associa- 
tion: L. E. Langston, executive vice- 
president, Harry E. Fontius, Fontius 
Shoe Co., Denver, Colorado; L. F. Tuf- 


fly, Krupp & Tuffly, Houston, Texas; 
and M. A. Mittleman, Cleveland, Ohio. 

Representing the National Boot and 
Jay O. Bell, 


Shoe Manufacturers: 


President; Frederick A. Miller, The 
H. C. Godman Company, Columbus, 
Ohio; Roger A. Selby, The Selby 
Shoe Company, Portsmouth. Ohio; and 
Harold C. Keith, Geo. E. Keith Com- 
pany, Brockton, Massachusetts. 


Asks Minimum Interference 
[CONTINUED FROM PAGE 15] 


in various industries cannot survive its 
impact. 

“But the most serious indictment of 
the general sales tax is that it is re- 
gressive in its effects. It is essentially 
a tax upon mass consumption. It vio- 
lates the concept of ability to pay. It 
imposes heavy burdens upon the people 
least able to pay—the great bulk of 
our low wage earners. If it is imposed 
on manufacturers’ sales in commerce, 
it pyramids at an alarming rate. If it 
is imposed as a general turnover tax, 
the pyramiding is more serious and 
there may be constitutional difficulties. 
To superimpose such taxes upon state 
sales taxes merely aggravates the bur- 
dens the low income groups already 
bear under these state laws. . . . 

“Finally, the defense program in 
which we are now engaged can be ac- 
complished with much less disturbance 
to the American way of life if the es- 
sential facts about consumption goods 
are given wide publicity. Voluntary 
price regulation to prevent excesses is 
infinitely preferable to any far-flung 
scheme of government regulation and 
control of prices. No new taxes on con- 
sumption are warranted in this emer- 
gency. With characteristic American 
skill we can surmount all the difficulties 
that now confront us by a great co- 
operative effort. “Business as usual” 
is out of the question in the difficult 
times ahead; but with wise leadership 
we can meet this defense emergency 
with a minimum of interference with 
our normal way of life. The skill with 
which we handle these current prob- 
lems will condition the ease of our sub- 
sequent readjustment to what we all 
hope for—a lasting and just peace for 
a war-torn world.” 


Success Built on Quality 
[CONTINUED FROM PAGE 23] 


of large Victorian shoes filled with 
Spring flowers to usher in the new 
season. A complete new window light- 
ing system has been installed by A. 
Feder in which he has used forty dif- 
ferent primary colors in his set-up 
which he can combine into innumer- 
able combinations. The interiors have 
fluorescent ceiling lights in amber and 
pink which throw a warm light 
throughout the salon. 


EXCLUSIVE 
HEALTH SPOT SHOE SHOPS 


This opportunity may be so 
nearly what you have wished 
for, you will probably say, “It’s 
too good to be true.” 


If you qualify, you will be placed 
in charge of an exclusive Health 
Spot Shoe Shop, drawing a regu- 
lar salary and sharing liberally 
in the profits of the store. 


It’s easy to build a profitable 
future with Health Spot Shoes. 
A recent coast-to-coast survey 
disclosed that more than 70% of 
Health Spot buyers are repeat 
customers and their friends, and 
new customers brought in 
through prescriptions. 


Your own ability to make an in- 
telligent presentation and follow 
through with careful, accurate 
fittings, will build you a fine fol- 
lowing of satisfied customers. 
As the store’s volume increases, 
profits go up and so does your 
income. 


ARE YOU THE MAN WE ARE 
LOOKING FOR? 


Do you have retail shoe selling 
experience? Are you ambitious 
and hard working? Do you have 
a pleasing personality? If you 
have these qualifications and can 
furnish satisfactory character 
and past employment refer- 
ences, send for an application 
blank today! 


HEALTH SPOT SHOE SHOPS, INC. 
INDUSTRIAL AVENUE 
DANVILLE, ILLINOIS 


WEALTH SPOT 
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Women’s Shoe Style Committee Holds Semi-Annual Meeting at 


Pre-View of Fall Styles for Women 


Waldorf-Astoria under Auspices of the National Shoe Retailers Asso- 
ciation. “Court of Shoe Style Opinion” Attended by Large Gathering 


THE semi-annual meeting of the Women’s Shoe Style 
Committee of the National Shoe Retailers Association 
was held in the Jade Room of the Waldorf-Astoria on 
Tuesday morning of this week. Albert Wachenheim, 
Jr., of the Imperial Shoe Store, New Orelans, La., 
committee chairman, presided. 

Black will be the number one volume color for the 
dressier types of shoes, especially in suede, Mr. Wachen- 
heim said. The brown family . . . 
will be second only to black. The T.C.C.A. lists four 
browns for Fall . . . Rico Brown, Golden Tobacco, 
Turftan and Paniolo Tan. The Shoe Style Committee 
recommends a dark brown of the Conga Brown shade 
of last Fall. It considers Paniolo Tan limited in appeal 
to sport and casual types. Turftan is recommended 
chiefly for antiquing. There is need for a color between 
Turftan and Golden Tobacco, not for antiquing. For 
alligator and alligator grain leathers the sport rust of 
last Fall is considered excellent. It is expected that a 
number of promotion browns and tans will be intro- 
duced later. It is the Committee’s opinion that more 
brown and tan shoes will be sold if: 1. They are bought 
in the proper types. 2. Sold at the right time. These 
tones are definitely suited to women’s present activities. 

The remaining colors discussed were Bluejacket and 
Kona Red. Bluejacket . . . a true navy . . . has been 
repeated because of its general acceptance. Retailers 
were advised to consult their past records to determine 
their needs in this color for Fall. Kona Red. . . a 
dark true red . . . can be worn with a wide range of 
costume colors. It will be found in many surfaces and 
will also be antiqued. Its use is expected to be limited, 
however. 

Materials 

While acknowledging that suede is already the first 
Fall material that women call for, the Committee are of 
the opinion that women would be ready to buy other 
surfaces—smooth or crushed calf and kidskin—if in- 
teresting, becoming patterns are available in other 
leathers. Reptiles will continue in demand and impor- 
tance in bright and antique finishes. Smooth calf and 
kidskin will have their usual positien in corrective 


of Retailers, Manufacturers and Stylists. 


including tan .. 


types. Patent leather will have some play combined 
with suede and fabrics. It is generally considered as a 
replacement shoe. Its importance is governed by the 
locality of the store. Fabric shoes . . . gabardine and 
faille . . . combined with smooth and sueded leathers 
are expected to follow suedes in November and Decem- 
ber. The need for a smartly styled shoe is felt for that 
period. Faille will also be used as a soft cool lining in 
the new light weight constructions. Heavy sueded 
leathers will continue important for casual shoes. Elas- 
ticized materials will have as great importance as ever 
this coming Fall. 

Speaking from the floor, Miss Rhea Nichols of the 
Allied Kid Co. expressed her opinion that we are “in 
for a period of change.” She said that the discussion 
on smooth leathers from members of the audience 
showed this to be so. She predicts that the first Fall 
lines will be largely black in dressy suede with some 
brown shoes and a few antiqued shades. The brown 
and antiqued shoes will provide for extra pairage. The 
next lines will be “really new.” In regard to antiquing, 
she reported that there will be five colors that will be 
suited to this staining process . . . Paniolo Tan, Turf- 
tan, a somewhat darker tan, also Golden Tobacco ‘and 
Kona Red. Harry Kushins of Wolff-Tober said that he 
would sell a “beautiful brown shoe” as his first shoe 
because women will want a shoe to wear with their 
carry-over Spring beige costumes. 


Treatment and Design 

Commenting on the growing importance of American 
design in clothes, Mr. Wachenheim expressed the opin- 
ion of the Committee that the shoe industry needs more 
individuality and less piracy. Dressier shoes for Fall 
will tend to be dressier; tailored shoes more tailored 
and mannish, due to the trend in ready-to-wear and 
to women’s activities. Pumps will be the number one 
pattern . . . V-line, semi-round or U-throat. The U-throat 
looks newer but does not fit as well as the V-line. 
Stepins and high-cut slipons, ties and oxfords, straps 
and sandals complete the list for Fall patterns. The 
influence of military styles and the popularity of casual 
[TURN TO PAGE 36, PLEASE] 
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Leather and Raw Materials 


[CONTINUED FROM PAGE 19] 


sold, he must either liquidate his inventory or liquidate 
his capital, and in either case, go out of business. Hence, 
replacement is the only safeguard to the continued ex- 
istence of the tanning business and that principle has 
been recognized in the tax law of the federal govern- 
ment, 

In short, hide and skin supplies are the crux of the 
problem before the shoe and leather industries today. 
Barring the unforeseen, demand for leather and leather 
products in 194i should prove exceptional and if the 
raw stocks are available, consumption of leather may 
reach a record level. What are the facts in the case and 
how far can we go in diagnosing the raw material 
supplies? . 

A month or so before the last style conference in 
September, 1940, hide and leather markets were sinking 
under the weight of a tremendous hide surplus in South 
America. With Europe cut off from the economic body 
of the world to an infinitely greater extent than in the 
past war, who was to absorb the normal exports of 
South America? And if these surpluses could not move 
to their normal channels, would not the available world 
supply be tremendously increased? In spite of this 
clear-cut logic, hide prices recovered from the low 
point of last August and by October the rumors of 
South American surpluses had vanished. Such a swift 
change in trade opinion and behavior of markets proves 
nothing more than the danger of facile generalization. 
The facts cannot and will not be compressed into such 
definite and pat categories as surplus or shortage. . . . 

Moreover, the audit of potential hide supplies be- 
comes complicated by another problem which cuts 
cleanly across all other considerations. In order to 
transport hides to our ports, ships are needed, and ships 
have been very much in the news lately as a commodity 
of increasing value. Up to now, at least, delays in 
shipping have not been too serious and supplies have 
been reaching the United States with comparatively 
little interruption. Undoubtedly if the program grows 
in magnitude measures can be taken to cope with it 
and to assure sufficient space for the transportation of 
hides and skins needed to the United States. Hides 
are classified as a critical material in shipping quar- 
ters. They have already received special attention. 
Nevertheless, freight rates have been considerably ad- 
vanced so that the cost of imported materials has also 
appreciated. 

This brief review of the facts in connection with one 
type of raw material, cattle hides, is intended to em- 
phasize that extremes of opinion may be both dangerous 
and unwarranted. Probable leather consumption in 
1941 would require imports of hides running from 400,- 
000 to 500,000, hides monthly; that quantity has, in 
fact, been reaching the United States for several past 

[TURN TO PAGE 37, PLEASE] 


Meet the Shoe of the Month 


One of 122 
Smart In-Stock Styles 


Breaking all sport records — this 

new style outraced a strong field to 
land in first place in the F Wright Sport 
Shoe cae and win the title, ‘‘Shoe 


of the Month"’. Official tabulations show its 
sales 40% over its nearest rival. 


In two tones of sleek, smooth brown calf with 
ventilated insert. Flexible forepart and 
rubber heel. Just one of ¥ seven in- 
stock styles on the Miami last. 


Esquire—a part of our consistent national 
campaign directed to active men. 


Advertised in color in the June issue of Ft 


A few franchises are 4 HIDDEN 


still available. Write 
E. T. Wright & Com- | “ Patented 
pany’ Dept. BS 3, Rock- | 2. Metatersat 
and, Massachusetts. Pla 


WRIGHT 


Arch Preserver Shoes 


FOR ACTIVE MEN 


\ 
BN 
| 
SHOE 
0 
Forepart 1 4 
4. Correct 
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No. 2160 & 2161 3.25 
No. 2140 Ladies.. 2.85 


THE ARNOFF SHOE DUANE ST., N. Y. C. 


GOLF SHOES 
SPIKES 


@ MEN'S SIZES—4 to 12—C & D Width 
@ TERMS — 2% 10 DAYS — NET 30 
Send for New Catalog—ASCO Athletic Footwear 


AT ONCE DELIVERY 


@ BROWN ELK UPPERS 
@ PATENTED SPIKES 
@ GENUINE GOODYEAR WELT 


@ 2 VISCOLIZED LEATHER 
SOLES 


Practical Pointers 


“ [CONTINUED FROM PAGE 26] 


executive or business man our sugges- 
tion should appeal to character, dignity 
and leadership by modernization in 
tailored footwear of the accepted pat- 
tern. Neédless to say, the field of sug- 
gestion is unlimited in scope since it 
may apply to correction of defective 
tendencies, to style trends, leisure-hour 
footwear or whatever may enter your 
mind at the moment. The most remote 
“shot in the dark” often produces an 
immediate sale of an entirely unrelated 
item. Many salesmen sell coal in July 
with the temperature hovering above 
the 100 deg. mark. Others sell Palm 
Beach suits in the Northern States in 
January at zero temperatures. The sea- 
son need not bar the advance sales of 
suggested merchandise. The time to sell 
a commodity is when you find a pros- 
pect with the money to pay for it. 

One merchant told me recently that 
his sales’ on rubber footwear were 
doubled by pre-season selling. Women 
now buy fur coats in July and straw 
hats in January. Will you take it sit- 
ting down should they tell you they 
couldn’t buy Summer play shoes in 
Winter? Give them an incentive and 
they’ll meet you more than half way. 


Once they become owners of pre-season 
footwear they are bound to wear them 
at times, “just to try them out” and 
when the season finally arrives they 
may be soiled and a desire for a fresh 
extra pair is created. Stockinged toes 
are still peeping forth from toeless 
shoes being bought and worn in cold, 
snowy climates despite all the furore 
about them. 

New shoe stores with modern fronts, 
modern methods and modern selling 
ideas are opening up all around us 
where conservative old timers are grad- 
ually fading out of the picture. You 
can mold human desire forward but not 
backward. Follow the signs of the 
times; suggest new and pre-season mer- 
chandise and listen to the merry jingle 
of the cash register. 

Just notice the number of people who 
stand in the snow in front of a railroad 
ticket office and gaze longingly at a 
tropical scene in the window. Borrow 
those scenes and adorn your walls in 
Winter with tropical paintings and 
with snow scenes in Summer. They will 
help you sell pre-season footwear. Use 
the scenes in the window “in séason” 
and on the walls of the store “off sea- 
son” for best results in getting more 
shoes sold right. Ideas sell shoes. 

Factories are generous in their dat- 


ings on pre-season footwear. Cannot 
this also be applied to your best charge 
customers? Pre-season thinking is the 
fore-runner of pre-season selling. “Bar- 
rels of shoes” was just an idea until it 
was put into operation. Now thousands 
of barrels of worn and slightly worn 
shoes are on their way to new owners. 

The old idea of hiding pre-season 
footwear is fading—the old order 
changeth. The public buys what it wants. 
The sooner you can make them want it 
the sooner you can reorder, and every 
reorder means reprofit. A pre-season 
showing of new patterns may result in 
many satisfactory sales and much 
favorable publicity for your store. Op- 
portunity knocks now as never before 
for the dealer with a new and startling 
idea. Startle your public with a daring 
idea and you'll be surprised at the re- 
sults. Today’s young man and matron 
will not pass up a chance to accept a 
dare. A play shoe party in mid-Winter 
—that’s something to arouse comment. 
Many daring ideas of yesterday are 
commonplaces today. Just give Amer- 
ican youth a chance and they’ll go along 
with you. They want to be vital, alive, 
daring and ahead of their generation. 
Invite them to your party and you'll 
a them ready and willing to pay the 
piper. 


Pre-View of Fall Styles 
[CONTINUED FROM PAGE 34] 


shoes are expected to sell more ties 
and oxfords this Fall. Sabot straps 
have been popular in play and casual 
types so may carry over into more 
formal shoes. Monk straps, because 
of the mannish influence in women’s 
clothes, should be good. Sandals are 
always less important than in the 
Spring, although some women will al- 
ways want them. 

In treatments, the vamp is the im- 
portant area. Bow pumps will lead 
if new kinds of bows can be found. 
The d’Orsay lines will sell when used 
on the right last. American themes 


. North and South . . . will show 
greater variety and are due for pro- 


motion 
Play Shoes 
Play shoes . . . soft, sloppy and easy 
feeling . . . are very popular. They 


will continue as long as clothes call 
for shoes of this type. Discussion from 
the floor on the business done in play 
shoes last Fall. Increased business 
should be expected in certain sections 
this Fall. One retailer reported bet- 
ter business in November last year in 
play shoe types. Distinction between 
play and casual shoes made by Mr. 
Wachenheim. Casual shoes being de- 
fined as shoes that can be worn with 
town clothes.’ 


Greater interest in closed toes is ex- 
pected, especially in tailored types on 
wall lasts. Open toes will have great 
acceptance, especially for early selling. 
The “Baby” last is too new as yet for 
any definite experience to be available. 
The publicity which has heen given to 
it will certainly increase the interest in 
fuller toes. Heel heights. Increase the 
18/8 and under heights. Manufac- 
turers should prepare for this demand. 
Wedges are definitely important in one 
type, the casual shoe with or without 
platform. Height is 14/8 and under. 
The wedge should be considered as part 
of the shoe design. 
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Leather and Raw Materials 
[CONTINUED FROM PAGE 35] 


‘nonths. The expansion in demand has been accommo- 
(ated by heavier imports or an increase in supplies. In 
the past this rate of importation would have been ac- 
companied if we are to go by past experience, by 
sharply higher price levels, as the pressure of ‘United 
States demand upon world markets increased. This has 
not occurred in the present instance because greater 
imports by the United States merely supplanted the buy- 
ing of continental countries. 

The situation in other raw materials parallels the case 
of hides in some instances and differs very markedly 
in others. You are no doubt familiar with some of the 
problems entailed in the supply of calf or kid skins, 
problems arising directly out of the war in the case of 
blockaded countries or indirectly as a result of shipping 
difficulties. Without examining any of these specifically, 
it m ‘ght be well to bear in mind that thé withdrawal of 
Europe from world markets has in most cases resulted 
in a net addition toward available supplies of hides and 
skins. In a few cases, however, it has created a net 
deficiency. The basic problem of supply, therefore, 
hinges on the availability of transportation or shipping. 

In the aggregate, the increased demand for leather 
has been efficiently met by the tanning industry. Mar- 
kets have been firm, but without that extreme dislocation 
of price which has accompanied sharp expansion of 
demand in the past. 

For a clearer perspective on the price question, there 
are two thoughts which deserve some consideration. In 
the first place, hide prices and most other raw material 
prices are not high today in comparison with long term 
averages. Take cattle hides for example, at 13 to 134c. 
They compare favorably with the average of prices for 
the past 41 years of 14.8c. Even if we eliminate the 
years of 1914 to 1920 the long term average was 12.4c. 
To some extent concepts of raw material values in this 
industry have been unduly influenced by the abnormal 
conditions which prevailed not only following the worst 
period of depression but in 1933, 1934, 1935, 1936. 

In the light of surplus stocks of hides in the United 
States after 1934 we have a hide price relationship to 
leather consumption which would normally have been 
impossible. 

Even more important, perhaps, is the necessity for 
some degree of perspective on the question of shoe 
prices. May I point out to you that the average factory 
value of all shoes at the beginning of this year’ was 
approximately $1.80 per pair. That figure of $1.80, 
compares with $1.82 in 1940, and in 1929 the average 
value was $2.57. The reasons for this price decline, 
the issue of price or quality, the relationship to volume, 
are not here relevant. I merely wish to underscore the 
fact that shoe prices have been and are, actually and 
relatively low. 


Advertised in the May issues of 
MADEMOISELLE and GLAMOUR 
Full color pages! 


per pair 


OUR PRICE 
you 


YOU KNOW THIS SANDAL 


You see them worn wherever people play, and 
pictured in the smartest fashion magazines. It's 
the only sandal in the world with a different 
weave and pattern for each pair. 


Convenient to Order. No delays, no case 
lot requirements. Warehoused and awaiting 
your air mail letter or telegram to speed them 
te you. Do not be confused by price cuts on in- 
ferior grades of Mexican sandals. 


Insist upon the Genuine STEERHIDE HUA- 
eg RACHE. Your customers will. Insist that they be 


* “ shipped when and as you want them. 


Natural Beige Leather Only 
ALL SIZES FOR MEN AND WOMEN FROM 3 to 14 
Narrow, Medium and Wide lasts. 


For Summer White 
WHITE 
POPOTILLOS 


Handwoven of soft pure white leather thongs. This is the 


sandal for air-conditioned summer comfort. 


ALL SIZES FOR MEN AND WOMEN FROM 3 to 12 


Te (LD MEXICO SHOP 


SANTA FE-- NEW MEXICO 
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SUMMER STYLE PICTURE: Delicate leathers and light 
colors in summer footwear focus attention on the need 
for a box toe that blends smoothly at the tip line, yet 
forms a firm, accurate toe unit. 


TRIM ON THE FOOT—Ccelastic brings style to the eye in the neat smartness it gives 
the toe. Celastic brings comfort to the foot by eliminating wrinkled toe linings. 
TRUE TO THE LAST — Celastic reproduces the lines of each pair of lasts—accurately 
—smoothly. By maintaining toe contour, Celastic preserves the design of the last 
maker in each MATCHED PAIR. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


Sf 


88 £09 


< 
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IN THE SHOE TRADE 


National News 


Shoe Price Rise Seen as Moderate 


‘“‘Reassuring Picture” Painted at Washington Conference Be- 
tween Large Manufacturers and Government Agencies 


Wasuincton, D. C.—After an im- 
portant conference on shoe price trends 
between a group of shoe manufactur- 
ers, representing, for the most part, 
the larger factors in the industry, and 
representatives of the Office of Pro- 
duction Management, Quartermaster 
Corps, National Defense Advisory Com- 
mision and other government agencies, 
held here March 27, the following state- 
ment was issued by Miss Harriet E)- 
liott, Consumer Commissioner of the 
National Defense Advisory Commis- 
sion: 

“A reassuring picture of price and 
supply conditions in civilian shoe mar- 
kets was outlined yesterday at a con- 
feren e of shoe manufacturers called 
in Washington by Miss Harriet Elliott, 
Consumer Commissioner of the Na- 
tional Defense Advisory Commission. 

“The consensus expressed by the shoe 
manufacturers attending the confer- 
ence was that: 

“(1) Prices will not advance beyond 
increases in costs, and the present out- 
look is for not more than moderate in- 
creases. 

“(2) The basic hide situation is fa- 
vorable, and sufficient supplies are 
available for both military and civilian 
requirements. - 


very little disturbing effect on consum- 
er markets, in view of the small. size 
of military demand relative to the 
available productive capacity of the in- 
dustry and the. careful timing of mili- 
tary orders. In this connection, the ef- 
fect of the Quartermaster Corps’ cur- 
rent invitation to bid on the forthcom- 
ing Army shoe order, was also dis- 
cussed. 

“(4) Recent advances in shoe prices 
have resulted in large part from what 
must be regarded as unwarranted ap- 
prehension over the supply situation. 
The question of government pegging of 
materials prices in the event of run- 
away speculation was discussed. 

“The sentiments expressed at the 
conference are especially encouraging,” 
Miss Elliott said, “because they confirm 
our belief that fears of a prospective 
critical situation in shoes are unfound- 
ed in view of the basic supply situa- 
tion.” Miss Elliott reported that the 
Consumer Division is working with 
United States Maritime Commission of- 
ficials to assure adequate shipping fa- 
cilities for the importation of raw ma- 
terials essential for shoe production. 

“Manufacturers participating in the 
conference were: Mr. J. F. McElwain, 
president, J. F. McElwain Company, 

[TURN TO PAGE 43, PLEASE] 


Harold Florsheim Appointed 
OPM Shoe Adviser 


WASHINGTON—Appointment of Har- 
old Florsheim, first vice-president and 
secretary, Florsheim Shoe Co., Chicago, 
as special advisor on shoes and leather 
has been announced by Director of Pur- 
chases Donald M. Nelson in the Office 
of Production Management. 

Mr. Florsheim was named to the 
staff of the clothing and equipage 
branch, one of six major divisions es- 
tablished under the OPM Division of 
Purchases. The branch is headed by 
Donald G. Clark, former director of 
purchases for the Gulf Oil Corp., Pitts- 
burgh. 


Request Assistance 
Of Shoe Retailers 


RocHEstTer, N. Y.—Assistance of the 
New York State Shoe Retailers’ Asso- 
ciation is sought by the Taxpayers Fed- 
eration, Inc., in seeking a reduction in 
state expenditures which will be re- 
flected in lower taxes. 

Owners of retail shoe stores are re- 
quested to help cut the cost of the state 
government, and shoe factory owners 
are urged to have employees petition 
for lower state appropriations. 

An upsurge in factory employment, 
with a consequent lowering of welfare 
costs, is the reason for a drive at this 
time. The headquarters of the federa- 
tion is 100 State Street, Albany, N. Y. 


“(3) Military requirements will have 


Index Numbers of Average Annual Wholesale Prices 


By Groups and Subgroups of Commodities 


1928 1929 

Hides and skins ........ 148.6 112.7 


Source—Bureau of Labor Statistics. 


1928-1939 

(1926 — 100) : 
1930 1931 1982 1933 1934 
102.0 93.7 86.1 90.2 98.1 
91.0 60.2 42.1 67.1 68.6 
101.3 86.2 65.1 714 75.0 


1935 1936 1937 1938 1939 
98.0 99.8 105.0 102.2 102.6 
80.8 946 113. 73.6 84.6 
80.1 85.6 96.8 83.7 87.5 


l 
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Ten Point Plan for Casual Shoe Promotion 


[CONTINUED FROM PAGE 21] 


cided it was worth the special effort 
and special study required. That is, 
when we set up a separate merchandise 
plan for casual footwear. 

Gude: Does that mean that you plan 
sales and inventory in units and dol- 
lars six months in advance on these 
shoes alone? 

Walton: Yes, we worked it out as 
carefully as though it were a million 
dollar business. We started by plan- 
ning two stock turns every six months 
and later raised it to over three. 

Gude: Yl bet you exceeded your 
original sales plan. We can hardly be- 
lieve the constant sales increase that 
we are getting. 

Walton: You're dead right, but it’s a 
pleasure to increase the sales plan. 

Gude: I find I have to use tremen- 
dous restraint to keep. from ordering 
every casual shoe I see. 

Walton: Yes, that’s true. We re- 
stricted ourselves to approximately one 
style for each $750 of planned business. 
We only dealt with two manufacturers, 
andto restrain ourselves further (ex- 
cept when we bought six to twelve pair 
runs for display purposes) we held the 
colors to the basic ones of white, navy 
and natural. 

Gude: We also found that if we had 
too many materials, the customer be- 
came confused, sq we restricted our 
original order to two fabrics and one 
leather. 

Walton: Do you have a close unit 
control on your casual footwear? 

Gude: Yes, indeed. With the wide 
range of colors and the fact that we re- 
order constantly, we think it is of vital 
importance. We post our sales against 
our stock and orders each day. 

Walton: I have the theory that the 
type of unit control is unimportant, but 
it is very important that, whatever con- 
trol you have, you use it constantly. 

Gude: That is absolutely correct. We 
use it and follow it so closely that we 
reorder twice a week or even more 
often. 

Walton: Of course, only the best 
shoes are reordered. I found that this 
meant that about one style for each 
$1,200 of planned business was a re- 
order style. 

Gude: But in a very good shoe we 
really pile on the reorders. Of course, 
we fill in reorders to make a balanced 
size run. What facilities did you use in 
selling these shoes? 

Walton: We sold them in two ways. 
First, by decorating a certain section of 
the shoe department as a casual shoe 
section, and secondly, by special play 
shoe counters at key traffic points. 

Gude: I should think in a big store 
those play shoe counters away from 
the shoe department would cause you a 
lot of headaches. 

Walton: Not so much if you observe 
the following rules—first, each counter 
must have a salesperson constantly in 
attendance. Second, they should always 


be operated from one inventory and 
third, they should all be under the 
supervision of the shoe department to 
give one ordering and control system. 
If you follow these rules, these special 
counters will be very successful, be- 
cause, as you know, impulse purchasing 
is very important in this type of mer- 
chandise. 

Gude: That is exactly what I’ve done 
and have found it very successful, but 
let me ask a question. Did you have any 
trouble getting your shoe men to sell 
these shoes? 

Walton: We gave them every pos- 
sible help such as stands, displays, etc., 
but we also had certain people who were 
trained in selling casual shoes only. We 
alternated these people, between the 
special counters and the shoe depart- 
ment, and they acted as pace-setters for 
our shoe salesmen. 

Gude: At first we had special sales- 
people but our shoe salesmen were so 
attracted by the color and brightness 
of the casual shoes and the easy extra 
sales that they now are enthusiastic 
about selling them. 

Walton: Speaking of color and bright- 
ness—we brightened up our shoe de- 
partment during dull seasons by dis- 
plays showing casual shoes, and we 
had many comments from customers 
about how bright and cheerful the de- 
partment looked. Furthermore, our dis- 
play man enjoyed the chance to work 
with such colorful merchandise. 

Gude: Yes, it does brighten interior 
corners, but it is even brighter and 
easier to display in the windows. 

Walton: Yes, and I grabbed every 
opportunity to show casual shoes in the 
windows with related merchandise. 

Gude: Nothing will give you the quick 
sales response that these windows will. 


Jimmy Gets His Shoes 


James Stewart, Hollywood’s No. 1 male 

star of 1940, winner of the Academy 

Award, tries on his new army shoes at 

the reception center, Fort MacArthur, 
San Pedro, Calif. 


Walton: As we mentioned before, im- 
pulse purchasing is very important in 
these shoes and, therefore no higher 
priced shoes will bring the number of 
customers into the store that these shoes 
will. 

Gude: We find the same thing in our 
advertising. We spend a certain per- 
centage of our casual shoe volume ad- 
vertising these shoes, and this adver- 
tising gives direct and immediate re- 
sults. 

Walton: I agree with you; in fact, I 
believe that every store should spend 
8 to 4 per cent of the casual shoe volume 
advertising them, because if they sell 
without advertising, they will certainly 
sell better with advertising. 

Terhune: Hold it! Hold it! You fel- 
lows have been going too fast for me. 
Let’s summarize this program. 

I. You lay out a six menths’ plan. 

II. You place the original order and 
restrict yourself on resources, styles, 
colors, materials and sizes. 

III. You enter the original order on 
@ unit control and post the results 
against the unit control daily. 

IV. You restrict yourselves on re- 
orders except where good sales results 
are shown and then you order heavily. 

V. You sell these shoes from a spe- 
cially decorated section in the shoe de- 
partment as well as special play shoe 
counters at key traffic points. 

VI. You urge your shoe salesmen to 
sell these shoes but you also have spe- 
cial salespeople where possible. 

VII. You display these shoes through- 
out the entire store at every possible 
point. 

VIII. You display casual shoes in the 
windows at every opportunity with re- 
lated merchandise and occasionally as a 
complete all-over window display. 

IX. You spend a proper amount of 
your sales promotions and advertising 
money promoting casual footwear. 

X. And lastly, you find that this care- 
fully worked out plan produces similar 
results in both New York and Los 
Angeles. 


Military Influence 
[CONTINUED FROM PAGE 32] 


Norwegian and Moccasin patterns, will 
be better than ever for Fall especially 
through the promotion of the new dark- 
er leathers. 

Antiquing will continue strong with 
emphasis on the darker finishes. Toes 
will be broader ‘with interest centered 
in the plain toe and medium walled 
lasts. Heavier appearing shoes will 
be important but with stress laid on 
the comfort features. 

Grain leathers will predominate the 
Fall picture but if source of raw stock 
are unable to fill orders because of war 
shortages, more interest may fall on 
the lighter leathers. Scotch grains and 
Norwegians will be volume sellers. 

In the.casual or leisure shoe field, 
stress was laid on the loafer and moc- 
easin types with strong indications of 
the growing importance of the pioneer 
American influence in styling. 
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Dates to Remember 


Buffalo Shoe Show, Hotel Statler, 
Buffalo, N. Y. April 20, 21, 1941 


Spring Meeting Tanners’ Council 
of America, White Sulphur 
Springs, W. Va. May 8, 9, 1941 


Introduction of Fall Footwear Fash- 
ions, St. Louis Shoe Manufac- 
turers Association, Hotel Com- 
modore, New York. 

May 11, 12, 13, 14, 1941 


Southwest Fall Shoe Style Show, 
sponsored by Southwestern Shoe 
Travelers’ Association, Texas 
Hotel, Fort Worth. 

May 24, 26, 27, 28, 1941 


Central States Shoe Fair, Sescuseed 
by Joint Travelers and Retailers 


Associations, Morrison Hotel, 
Chicago, Ill. June 1, 2, 3, 1941 


Boston Shoe Fair, New England 
Shoe & Leather Association, Ho- 
tels Statier and Parker House, 
Boston, Mass. June 2, 3, 4, 5, 1941 


Sixth Annual Midwest Shoe Fair, 
Netherland Plaza Hotel, Cincin- 
nati, Ohio. June 8, 9 and 10, 1941 


Annual Convention New York State 

Retailers 

Onondaga Hotel, Syracuse, N. Y. 
June 15, 16, 17, 1941 


Annual Summer Convention Iowa 
National Shoe Travelers Associa- 
tion, Chamberlain Hotel, Des 
Moines, Iowa. June 15, 16, 17, 1941 


Tri-State Shoe Mart, Pennsylvania 
Shoe Travelers Association, Wm. 
Penn Hotel, Pittsburgh, Pa. 

July 6, 7, 8, 1941 


Contribute to Relief Fund 


Boston, Mass.—Contributions to the 
Brockton Fireman’s Relief Fund, being 
raised to help survivors of the thirteen 
fire fighters who lost their lives in the 
recent. Strand Theater fire in that city, 
continue to pour in. Recent contribu- 
tions include one for $50 from the Bos- 
ton Boot and Shoe Club, which has been 
sent by the club president, Francis B. 
Masterson, to Mayor Fred E. Rowe of 
Brockton. 

From the Midwest have come two 
college scholarships to be awarded to 
daughters of firemen. These two 
scholarships, valued at about $2,400 
each, are the gift of Dr. George F. 
Donovan, president of Webster College 
in Webster Grove, Mo. Dr. Donovan 
is the son of J. J. Donovan, western 
representative of the Logan Box Toe 
Co., of Brockton. 


Install Men’s Shoe 
Department 


CuHicaco, Inu.—A modern men’s shoe 
department is being installed in the 
newly remodeled and enlarged Saper’s 
Men’s Shop at 2104 E. 71st Street. 
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Advertised in 


in MAY 


PROOF 
THAT CUSTOM 
CHARACTER 
NEED NOT 
BE EXPENSIVE 


YOU'LL NEED PLENTY 
of whites and combinations 
and Taylor 
has them. Write for our 
latest in-stock catalog. 


this season ... 


E. E. TAYLOR CORP. 
275 Congress St., 
BOSTON 


Above 
Q-SO-EZ-E No. 6533 
Genuine white buckskin. 
Antique finish. $4.15 


At Left 

O-SO-EZ-E No. 6568 
Genuine white buckskin 
Brown calf trim. $4.15 


Changes Name of Agency 

Los ANGELES, CALIF.— The Ruth 
Hamilton Associates, advertising 
agency, has discontinued doing business 
under this name because Mrs. Hamilton 
is devoting all her time to traveling 
the West Coast for a well-known line 
of play shoes. However, her established 
agen-y will be carried on by Martha 
Weisler and Jessie Day, under the 
name of Martha’s Advertising Service, 
at the same location in the Lankershim 
Hotel. Both Martha Weisler and Jessie 
Day have been with Ruth Hamilton in 
her advertising agency for a long pe- 
riod. They are continuing the business 
without any interruption of service and 
with the same personnel, all specialists 


in shoe advertising and shoe promotion, 
both national and retail. 


Gutmann Workers Reject CIO 


Cuicaco—An election, upon the di- 
rection of the National Labor Rela- 
tions Board, was held March 20 at the 
tannery of Gutmann and Company, 
here, to determine whether or not the 
Leather Workers’ Union, Local No. 43 
of the International Fur & Leather 
Workers’ Union, affiliated with CIO, 
was to be the exclusive bargaining 
agent for the employees. The result of 
the election was that a majority of the 
employees voted against that organi- 
zation as bargaining agent. 
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Moccasins 


TRAIL MAKER MOCCASINS 
fer MEN, WOMEN and CHILDREN 
Best known 
line in Amer- 
ica. Carried 
from Coast to 
Coast by lead- 
ing merchants. 


18 STYLES 
IN-STOCK 
Au colors 

combinations 


SEND 
FOR CATALOG 


SACO-MOC SHOE 
New York Ofico—Room 430 Marbridge Bldg. 


18 Styles 
IN STOCK 
Send for NEW 
Catalogue 


THE ——, SHOE COMPANY, INC. 
101 Duane New York, N. Y. 


IN STOCK 
FOR MEN, WOMEN 
CHILDREN 
ALSO 


JM CONNELL 
SHOE CO. 


ORRAINTREE MASS. 


In Boery 
Inc, 
KEENE, WN. Ht. 
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W. T. McDaniel with Green 


Boston, Mass.— W. T. McDaniel, 
well-known shoe traveler, is the latest 
addition to the sales staff of the Green 
Shoe Manufacturing Company of this 
city, makers of fine juvenile footwear. 


W. T. MeDANIEL 


To his new job Mr. McDaniel brings 
ten years of experience in the children’s 
shoe field, during which he has acquired 
a thorough knowledge of styling and 
merchandising which will be placed at 
the service of his many accounts. 

A native of South Carolina, Mr. Mc- 
Daniel has been assigned to cover the 
Southern territory which includes the 
States of Virginia, North and South 
Carolina, Georgia, Tennessee, Florida 
and Alabama. He succeeds the late T. 
L. Mattox who died recently after a 


aF long and successful career on the road. 


Kaplan Opens New Store 


Cuicaco, Int.—Jack Kaplan, owner 
of several family shoe stores in Chi- 
cago, has recently opened another store 
in a space formerly occupied by a chain 
store at 3215 W. Roosevelt Road, un- 
der the name of Jay Kay Shoe Store. 
An outstanding feature of each of Mr. 
Kaplan’s shoe stores is the large and 
extensive hosiery and accessory sec- 
tion. Mr. Kaplan does one of the larg- 
est volume hosiery businesses in shoe 
stores in this area. He is said to be 
the originator of two unusual shades 
of hosiery, Miami Sun and Key West, 
the former a bright orange shade and 
the latter a deep wine. He placed these 
on the market 14 months ago, having 
developed the dye himself. 

His other stores are at 3303 Roose- 
velt Road and 1246 Halsted Street. 


Expect Good White Season 


CuHIcaGo, ILL.—A good white season 
for the Chicago area was indicated by 
orders placed freely by merchants at- 
tending the monthly shoe show held at 
the Hotel Morrison by the Chicago 
Shoe Travelers’ Association, recently. 

Although many merchants were in- 


‘Baby Business 
Booming! 


All the baby goods markets 
are booming, reflecting the 
rapidly accelerating birth- 
rate of recent months. Shoe 
sales to youngsters reflect 
this trend—first the fabrics 
and soft sole for infants— 
now the sturdy, flexible 
walking shoes for the grow- 
ing youngsters. This trend 
offers an exceptional oppor- 
tunity to alert shoe retailers 
who appreciate the magic in 
the famous shoe name “Mrs. 
Day’s Ideals” — who stock 
this brand in 3 to 8 sizes as 
the foundation line of the 
juvenile shoe department. 


MRS. DAY'S 
IDEAL BABY SHOE CO. 
DANVERS, MASS. 


terested in filling out their stocks for 
immediate and pre-Easter selling, con- 
siderable interest was shown in Summer 
shoes. There appeared to be no com- 
plaints or objections to price, the chief 
problem at present being on deliveries. 

White elasticized buck was particu- 
larly in demand. Spectators sold in 
volume, particularly in brown and 
white, with many retailers asking also 
for blue and white. Norwegian and 
moccasin types lead the demand in the 
sport division, with play shoes continu- 
ing to sell as before. 

Blondes, beiges and blues continue to 
be the volume sellers, with a shortage 
in blondes in many popular patterns. 
Opened-up patents also continue in 
heavy demand in the novelty division. 
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OF NORTHAMPTON, ENGLAND 


resents 
AVIATION BOOTS 
Made in England by our 


master craftsmen and ac- 
cepted the world over as 
representing quality and 
merit. 


CARRIED IN STOCK 
AT QUR AMERICAN 


HEADQUARTERS 


MANFIELD 
& SONS 


325 Arch Street 
PHILADELPHIA, PA. 


Send for stock catalog of 
Riding Boots, Jodhpurs, 
Field and Aviation Boots. 


Shoe Price Rise 
Seen as Moderate 


[CONTINUED FROM PAGE 39] 


Nashua, N. H.; Mr. John A. Bush, 
president, Brown Shoe Company, St. 
Louis, Mo.; Mr. Raymond Mills, Endi- 
cott-Johnson Corporation, Endicott, 
New York; Mr. D. S. Stauffer, vice- 
president, International Shoe Company, 
St. Louis, Mo.; Mr. L. V. Hershey, 
president, Hagerstown Shoe and Leg- 
ging Company, Hagerstown, Md.; Mr. 
J. P. Saunders, secretary, General Shoe 
Corporation, Nashville, Tenn.; Mr. J. 
B. Berry, United States Shoe Corpora- 
tion, Cincinnati, Ohio. 

“Also taking part in the meeting 
were representatives of the Division of 
Purchases of the Office of Production 
Management, Quartermaster Corps, 
Price Stabilization Division of the Na- 
tional Defense Advisory Commission, 
Bureau of Labor Statistics, Tariff Com- 
mission, and the Commerce Department 
in addition to representatives of the 
Consumer Division.” 

The background of this conference 
centers around an editorial that ap- 
peared in the Pittsburgh Press on 
March 12 under the heading “Keep 
Shoe Prices Down.” The editorial took 
the position that the trend of shoe pro- 
duction costs was down, not up, and 
quoted national defense experts as say- 
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ing “market conditions should mean 
substantially lower prices on future 
contracts.” The editorial brought forth 
a sharp challenge, both from shoe re- 
tailers and shoe manufacturers, includ- 
ing Ernest S. Lampl, president of the 
Pittsburgh Shoe Retailers Association, 
who replied to the editorial in the name 
of his association, taking issue with the 
statement that the trend of costs is 
down. Mr. Lamp! pointed out that man- 
ufacturers are faced with labor prob- 
lems and rising wages that will come 
to a head in April, when labor agree- 
ments expire in many factories. 

A Mid-Western manufacturer of 
men’s shoes, writing Boot AND SHOE 
RECORDER to voice a protest against a 
statement by Miss Elliott, quoted in the 
Pittsburgh Press editorial, to the effect 
that predictions of shoe price increases 
are “unwarranted scare advertising,” 
says in part: 

“Isn’t there any information obtain- 
able by Washington to know what is 
really going on in prices? Certainly 
their own purchasing departments 
eculd tell this National Defense Ad- 
visory Commission whether they are 
paying more for shoes or not. I want 
to quote you a few items that have ad- 
vanced for us since June, 1940, actual 
factory cost to us, net: 

“A black single sole side leather 
welt oxford, straight tip and solid rub- 


YATING 


A beautiful pump for the woman who 
cannot wear high heels, yet wants smart _ 
shoes. Note the broad. low heel. ‘ 


ber heel in June was $1.78%; February 
26 quotation $1.88. 

“Tan wing tip antiqued brogue side 
leather, tan with red rubber soles and 
heels in June was $1.86; February 26 
quotation $1.95. 

“Tan wing tip antiqued brogue with 
half double leather soles and leather 
heels, side leather uppers in June was 
$1.92%; February 26 quotation was 
$2.02. 

“These shoes were made in the same 
factory under the same labor staff and 
foremen and superintendent. Several 
others have government orders and are 
short of help. They have upped the 
minimum day labor price to 55c. an 
hour whereas all the other industries 
were paying for sweepers, and janitors, 
watchmen, truck-pushers and loaders a 
minimum of 35c. an hour. Well you 
can see what we had to come to, to meet 
this condition to hold our help or lose 
them. It even affected our most simple 
jobs in our office. 

“Our findings are over ic. a pair 
more, our uppers are over a cent a foot 
more, or about 2%c. a pair increase, 
our innersoles and outersoles are way 
up because of army orders and an army 
innersole is being used that is boosting 
6 to 8 iron outsole leather sky high. 

“It looks to me as if we need some 
help to publicize such inaccurate state- 
ments and someone to give the true 
facts ‘to the government agencies.” 
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/ 
SOUTHAMPTON 


W orkshoes 


CAVALIER 
POLISHES 


BALTIMORE 


Innersoles 


' When the feet demand some air, 
The porous texture puts it there. 


NEWFLEX PIGSKIN 


INNERSOLES COUNTERS WELTING 


EDGAR WIEFER TANNING CO. GRAND RAPIDS, MICHIGAN 


Children's Shoes 


Dr. C. A. Haines 
Shoes for Children 


IN STOCK 


Newell with Nunn-Bush 


Cuicaco, ILt.—Bob Newell is now 
representing the Nunn-Bush and Ed- 
gerton lines in the Chicago area. He 
was formerly with the U. S. Rubber 
Co., and prior to that with the retail 
division of Nunn-Bush. He replaces 
George Nelson, who has retired, and 
Herman Mossler, who was transferred 
to the retail division and is now in 
charge of the Washington and Dear- 
born retail store. 

Mr. Newell comes of a shoe family. 
His father, J. H. Newell, travels the 
West coast for the Connolly Shoe Co., 
and his brother, H. Pierce, carries sev- 
eral lines, also on the coast. 


Marshall Field Rearranges 
Department 


Cuicaco, Itt.—The fifth floor wo- 
men’s shoe department of Marshall 
Field & Co. has been completely rear- 
ranged and re-zlassified. The Stacatto 
Shop has been moved to the regular 
shoe room and combined with the 
Young Modern’s division. These two 
shoe groups now occupy the enlarged 
East section of the room under C. W. 
Martin, buyer. Milton Utsinger is now 
buyer for one section in the West side 
of the department. The arch and cor- 
rective type shoes have been moved 
to the former Stacatto room and are 
under the direction of B. C. Kirschner. 
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WHERE 
TO 
BUY 


Moccasins 
MOCCASINS IN STOCK 
For Immediate Delivery 


From $1.00 up 
Also Specialties & 
Knockabouts. Send 
for catalogue R 5. 


H. CONJOR SHOE CO., INC. 


840 Broadway, New York City 


Returns to Home Office 


Boston, Mass.—“Wally” Hatch of 
the Colonial Tanning Co. has returned 
to Boston after covering the Ohio and 
St. Louis territories with agents of that 
well-known manufacturer of patent 
leather and suede splits. Archie Kaplan 
has been in Chicago and Milwaukee; 
and Lew Ellis, completely recovered 
from an illness which lasted several 
weeks, has returned to his office. Black 
and colored suede splits, this company 
believes, will be much in demand in 
Fall shoes. 


Army Again in Market for Shoes 


Bids to Be Opened at Boston Quartermaster Depot, April 14, 
for 2,000,000 Pairs of Service Shoes—SO Per Cent 
of Order to Be Delivered by July 30 


Boston, Mass. — As predicted in 
Boot AND SHOE RECORDER, issue of 
March 22, the United States Army has 
again re-entered the market for service 
shoes. Invitations to bid on 2,000,000 
pairs of service shoes have been sent 
out from the Boston Quartermaster 
Depot and bids on this huge quantity 
will be opened at. the local Army Base 
on April 14. Fifty per cent of this 
quantity is to be delivered not later 
than July 31; the balance not later than 
August 80. 

Bids are asked for the entire quan- 
tity on shoes made to standard specifi- 
cations with leather soles and rubber 
lifts on the leather heels; and alternate 
bids will be entertained on shoes made 
with corded rubber soles and plain rub- 
ber heels. No quantity in excess of 
450,000 will be awarded to any one con- 
tractor; nor will bids be accepted for 
less.than 36,000 pairs. 

To discourage any attempt to open 
and re-equip old factories for the sole 
purpose of getting army shoe orders, it 


has been ruled that “no award will be 
made to any factory or unit that has 
not been in regular operation- making 
men’s shoes for at least one year.” 

Little interest was manifest on March 
31 at the opening of bids on 100,008 
pairs of leather boots with legging tops 
for the use of mounted enlisted men. 
Only six manufacturers submitted bids 
as follows: 

International Shoe Co., St. Louis, 
70,000 pairs at $6.64 per pair; Brown 
Shoe Co., St. Louis, 40,000 pairs at 
$6.77; J. M. Connell Shoe Co., South 
Braintree, Mass., 10,000 pairs at $7.275; 
H. H. Brown Shoe Co., Worcester, 
Mass., three lots of 10 000 each at $7.33, 
$7.50 and $7.65 respectively; R. P. Haz- 
zard Co., Augusta, Me., 12,000 pairs at 
$7.45; and Ansin Shoe Mfg. Co., Athol, 
Mass., 25,000 pairs at $7.86. 

International Shoe Co. and Brown 
Shoe Co., low bidders on this lot, also 
were low bidders on a similar lot on 
January 30, their bids at that time hav- 
ing been $6.48 and $6.81, respectively. 
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Celebrates 80th Anniversary 


RocHester, N. Y.—Thing’s Stores, 
Inz., is this week observing the anni- 
versary of eighty years of successful 
operation after a modest beginning. It 
is the oldest chain of shoe stores in 
America. 

In 1861, Samuel B. Thing, who had 
saved $500 out of his earnings of $3 
a week and board working for a con- 
tractor, went into business for himself 
in Boston, jobbing and retailing shoes. 
His small capital was supplemented by 
sterling Yankee character and an in- 
herent capacity for business, and he 
steadily increased his business until the 
time of his death in 1904, when he was 
at the head of one of the largest con- 
cerns of the kind in the country. 

Various partners had been associated 
with him at different times, but at the 
time of his death his partners were 
Fred S. Sawyer and William A. Rich- 
ardson, two young men who, had gfown 
up with the business. His estate was 
committed to their care. ; 

They continued the policies of the 
founder, their industry and skill car- 
rying the business te greater success. 
From time to time the firm found it 
desirable to acquire retail stores, which 
were an incidental part of the business. 

But since 1925 retail stores have 
been its sole interest. In 1926 Mr. Rich- 
ardson retired and his interest was ac- 
quired by younger associates, while 
Mr. Sawyer continues as treasurer and 
general manager. Gradually the stores, 
which have been in four states, have 
become concentrated so that all units 
are now operated in New York State, 
while the warehouse and buying office 
are maintained in Boston. The oldest 
store, which is in Troy, was opened in 
1886, with the Poughkeepsie store 
opened the following year. The Roch- 
ester store, located at 100 State Street, 
of which Stanley C. Randall is man- 
ager, was opened in 1899. 


Purchases Children’s Store 


EVANSTON, ILL—J. R. Dewitt, op- 
erator of J. R. Dewitt Shoes, Inc., spe- 
cialists in children’s shoes, has re-ently 
purchased the Pool and Piper children’s 
store here. Mr. Dewitt has two Chicago 
stores and one in Winnetka, all devoted 
exclusively to children’s shoes. 


Hold “He Man Style Show” 


PORTLAND, OrE.—A “He Man Style 
Show” attracted 75 members of the 
Shoe Retailers’ Association of Port- 
land. The affair was held in the 
Géorgian Room of the Heathman Hotel 
and was staged by Samuel Rosenblatt 
Co. Huse Chastain was an efficient 
Master of Ceremonies. George Wil- 
liams contributed a pair of shoes to 
the occasion. A six o’clock dinner was 
provided that put the gathering in a 
good mood for studying the various 
fashions presented to the retailers by 
the fashion authorities. 


Behold the new baby toe with a tough 
little heel! Chic gabardine and Scuffless 
“Pyraheel” are natural running mates. 
The polished luster of ““Pyraheel” ac- 
cents the desirable dull sheen of gab- 
ardine. And “Pyraheel” plastic heel 
covering will not gash, rough up, or 
soil. It keeps a shoe well-groomed — 


saves wear and repairs. 


HAVE SCUFFLESS HEELS 


E. 1. DU PONT DE NEMOURS & CO. (INC), PLASTICS DEPARTMENT, ARLINGTON, NEW JERSEY 


H. G. Wright to 
Represent Winthrop 

Str. Louis, Mo.—The Winthrop Shoe 
Company has appointed H. G. “Skip” 
Wright of Chicago as their factory rep- 
resentative. He will cover the States 
of Illinois, Michigan, Indiana, Ohio, 
Kentucky and West Virginia. 


H. G. WRIGHT 


Mr. Wright leaves the A. E. Nettle- 
ton Company of Syracuse, where for 
many years he filled a similar position. 

He will start with Winthrop shortly 


and will present the new Fall line to 
the trade. 


Store Holds Grand Opening 


Pontiac, Int.—The B & M Brown- 
bilt Shoe Store celebrated its recent re- 
modeling with a grand opening, re- 
cently. Sam S. Mandell is store man- 


ager. 


Show Shoes in 
Fashion Booklet 


Cuicaco, Marshall Field & 
Company have given shoes a prominent 
place in a two-page spread devoted to 
accessories in the Spring issue of 
Fashions of the Hour. One sequence 
of accessories is for town, showing a 
gabardine pump in red cent and a 
dressy alligator with open toe and heel, 
with red suggested for dark costumes. 
A Norwegian-type moccasin and an- 
tiqued saddle calfskin with crepe rub- 
ber sole and hand stitched vamp are 
suggested for country wear. For the 
office a wall-toed pump with harness 
stitching and one strap with leather 
built-up heel is suggested. An open toe 
and open heel plastic slipper with gold 
and silver bands and a white or black 
crepe with gold kid heel or all red 
slim ankle strap model is suggested for 
evening. 
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Moccasins 


MOC-ABOUTS 


TAN ELK MOCCASINS 


For Men and Women 
— In Stock — 
Outdoor and indoor Wear 
$1.65 Ne. 092 All Tan 


Innersoles 


Newflex does not curl or crack, 
Never a pair will you get back. 


NEWFLEX PIGSKIN 


INNERSOLES COUNTERS WELTING 
EDGAR S KIEFER TANNING CO. GRAND RAPIDS, MICHIGAN 


Sandals 


VENT-O-LITES FOR MEN 


POPULAR BECAUSE THEY ARE 
COOL AND COMFORTABLE 


GENUINE $1 20 
LESS 5% 

10 DAYS 

LEATHER 
CEMENTED LOTS ONLY 
AND 2 WEEK 
LOCKSTITCHED DELIVERY 


Made of Finest Kind of ee Used in Hi 
Grade ~ AE at Country 
HOWARD SHOE CO., INC. 


601 Washington St. Lynn, Mass. 


Modernize Men’s Department 


Cuicaco, Itt.—The Roxie Clothing 
Co., at Harlem and Grand Avenues, 
has recently remodeled the store and 
modernized the men’s shoe department. 
Nunn-Bush and Edgerton shoes have 
been added. 


New York—The Colonial Tanning 
Company of Boston conducted a gen- 
eral sales meeting on Sunday evening 
preceding the opening of the Style Con- 
ference for Fall in the Jansen Suite 
of the Waldorf-Astoria. Twenty-nine 
members of the Colonial sales organi- 
zation attended. 

Joseph Kaplan, president of the com- 
pany, opened the meeting with a review 
of the organization’s growth from its 
start sixteen years ago, when it pro- 
duced but 2 per cent of the country’s 
patent leather as compared to over 40 
per cent in 1940. He emphasized that 
this achievement had been largely due 
to fine team play and cooperativeness 
both inside the organization and with 
customers, and that continuance of the 
same spirit would insure the success 
of the company over the next sixteen 
years. 

Ar hie Kaplan, head of the Split 
Division, gave an outline of what the 
company expects to accomplish in this 
newest department, operating less than 
two years and already producing an 
average of over half a million feet per 
month, with a record breaking figure 
of a million feet in the month of March. 

Kivie Kaplan, chief executive of the 
Patent Leather Division, pointed out 
how, by steady production operations 
throughout the fifty-two weeks of each 
year, the company has been able to 
effect a minimum overhead cost, there- 
by assuring users of Colonial Patent 
Leather better values and uniform 
quality. 

Other speakers were A. J. (Jim) 
Crowhurst, head of the tanning divi- 
sion and president of A. J. Crowhurst 
& Sons, Inc.; Lew Ellis, sales manager 
of the split division, and Wally Hatch, 
sales and promotion manager of the 
patent division. These speakers were 
followed by an open floor discussion of 
market conditions and sales tactics en- 
gaged in by the representatives of the 
company from many different parts of 
the country. 

Present at the meeting and subse- 
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Colonial Sales Meeting at Waldorf-Astoria 


quent dinner, were: H. T. Tankersley, 
of H. T. Tankersley & Co., St. Louis; 
Fred Lyons, of F. A. Lyons & Co., St. 
Louis; Irwin C. Wehmeyer, of Milwau- 
kee; Mike Stiles, of R. L. Stiles & Co., 
Philadelphia; Irving Fife, Phil Fife, 
Max Nieman and Aaron Zuckerman, 
all from Irving F. Fife’s New York 
office; Walter Cost, of W. D. Cost & 
Co., Cincinnati; Ed Perry and Ed 
Perry, Jr., of A. E. Perry, Rochester, 
N. Y.; Joe Geisman, Jack Kramer, and 
Al Kramer of the Alpine Leather Co., 
New York; Joe Hess and Harry Wolf, 
of the Canadian Leather Co., Ltd.; 
Jim Crowhurst, of A. J. Crowhurst & 
Sons, Inc., Belleville, N. J. 

The following were present from the 
Boston office of the company: Joseph 
Kaplan, Kivie Kaplan, Archie Kaplan, 
Henry Sleeper, Lew Ellis, Wally Hatch, 
Herbert H. Peters, Bawerd Goldfarb, 
Morris Sokol. 


Retail Business 
Booms in Boston = 


Boston, Mass.—Retail shoe business 
is enjoying what might almost be called 
a boom in Boston, as well as in indus- 
trial cities in the middle and -western 
sections of this state. Stores in Boston, 
as a matter of fact, have been the last 
to reel the effe:t of the increased pur- 
chasing power engendered by the huge 
amounts being spent in the industrial 
northeast on the country’s defense pro- 
gram. Smaller manufacturing com- 
panies are beginning to speed up as 
larger companies book business far in 
excess of their capacity to produce in 
a limited time and, in turn, farm out 
portions of their orders to the smaller 
concerns. 

These smaller companies; now known 
as sub-contractors, are to get even 
more business in the near future as the 
result of the establishment here in 
Boston of a coordinator for the Office 
of Production Management in Wash- 
ington, and the swinging into action 
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Genuine Leather 
4 Trimmed Throughout 
—— 
Hand Turned 
Sead For Slippers tn Stock 
$1.85 
‘ WILBUR K. FOSTER, HAVERHILL, MASS. 
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Steck H.-10 (patented) 


children. 
Order Today 


“The Chariot” 


Early buyers have reordered on this most 
popular WOODEN SOLE SANDAL of the 


It has eye appeal—beauty in line, finish and 
design—Perfect fitting and E. Z. Walking— 
patriotic elastic straps or all white. 

Other low heel styles for men, women and 


REECE WOODEN SOLE SHOE CO. 
COLUMBUS, NEBRASKA 


than men. 
finest—when 
level. 


These 
wear 


. Because they're concave-convex, they 
joints, won't bulge or push out heel covers. Nails held 


the answer they'll app 
very thin toplifts give extraordinary long level 


Your finest shoes 
please them 
still more when 


reciate from you. 


assure neat 


THE I-T-$ CO., ELYRIA, 0. 


26 Years of Better Rubber Heels — Millions of Users 


of such organizations as the Massachu- 
setts Industrial and Development Com- 
mission, the Associated Industries of 
Massachusetts and similar business 
groups. 

Merchants report that on several 
days during the week ended March 29, 
many of them did a volume far in ex- 
cess of the same days of last year. 


Walker T. Dickerson Denies 
Liquidation Rumors 


CoLumsBus, OHni0o—Denying rumors 
that the Walker T. Dickerson Company, 
manufacturers of women’s shoes, were 
about to liquidate, President Dickerson 
this week issued a strong statement in 
which he declared that his company 
not only has no such. plans in contem- 
plation, but is actually considering ex- 
pansion of its production facilities. 

The company has covered its mate- 
rial needs for shoes for Fall delivery, 
Mr. Dickerson said, and the factory is 
working overtime to keep up with the 
demand for its products. The volume 
of ‘business at the present time. Mr. 
Dickerson added, is the largest in the 
company’s history. 


Oregon Travelers Elect 


PorRTLAND, OrE.—The following offi- 
cers were elected at the last regular 
meeting of the Oregon Shoe Travelers’ 
Association: president, Jack Atwood, 


United States Rubber Co.; vice-presi- 
dent, Geo. Mettlar, Florsheim Shoe Co.; 
treasurer, Ed Hannah, Crosby Square 
Shoe Co., and secretary, W. B. Wise, 
Geo. Lawrence Co. 


Lindsey New Selby 
Representative 


PorTsMOUTH, OHIO—L. L. Lindsey, 
for many years with The Selby Shoe 


L. L. LINDSEY 


Company as field sales supervisor, will 
represent Arch Preserver and Tru- 


Poise Shoes in the territory previously 
covered by the late Joe Quinn. This 


includes Missouri, Nebraska and Kan- 
sas, and in addition includes Marshall! 
Field & Company of Chicago, and the 
Boston Store of Milwaukee, accounts 
which he has serviced for a number of 
years in addition to his other duties. 
Mr. and Mrs. Lindsey will move to 
St. Louis in the very near future, and 
Mr. Lindsey will hereafter make his 
headquarters in St. Louis. 


To Install Shoe Department 


In Men’s Store 


Rocuester, N. Y.—The Gravin 
Clothing Company, which has been 
located at 72 Clinton Avenue, North, 
for a number of years, is to move into 
a larger store in Main Street, East, 
near South Avenue, and will establish 
a shoe department, besides carrying a 
complete line of clothing for men. The 
kinds of shoes that are to be carried 
have not yet been announced. 


In New Quarters 


Granp Rapips, Micu.—Health Spot 
Shoe Shop, located at 20 North Divi- 
sion Street, here, is moving into new 
quarters at 22 Monroe Avenue, N. E. 
Expanding business necessitated the 
move. The new store is modern and 
comfortable, and well equipped to serve 
customers. The store is managed by 
Hal R. Donell. 


[47} 
is ery Thin 
| Women are more sensitive to unsightly run-down heels 
get discouraged with shoes—even your 
season. 
: See that they get I T S Tuffies in your own or your con- 
tract repair shop—and you hold your profitable women : 
customers. 
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Official Two-Color POSTERS 
for National FOOT HEALTH WEEK 


ORDER NOW! 


«These compelling, colorful 
posters are a necessary 
of your Foot Health Week 
promotion! 


* NATIONAL 


WEEK Use them in your window displays and 


0° 2-6 for store decoration. Use them in the 
sili windows of vacant stores. Use them in 
conspicuous spots all over town. They 
will give a final, powerful tie-up in any 
well-planned promotion program. 


Why not place a quantity order for all 
‘stores in your community cooperating in 


National 


FOOT HEALTH WEEK 
April 21st to 26th 
These official Posters are BLACK and GREEN ¥ 


on heavy offset paper, size 17 x 22 inches 


20 for $4.50 
30 for $6.00 


100 for $18.00 


5 for $2.00 
10 for $3.00 


(WE PAY POSTAGE) 
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POSTERS R. E. ANDRUSS—BOOT AND SHOE RECORDER er 
100 East 42nd Street, New York SLEUSTRATIONS 2 
SHIPPED Please send us........... FOOT HEALTH WEEK POSTERS, 7 
FLAT SETS of matrices of FOOT HEALTH WEEK $1.50 
ILLUSTRATIONS. 
> Check (or Money Order) enclosed, or......Mail C.0.D.| Included are reproduction 
plus postage. of Foot Health Week Pos- ti 
PLEASE PRINT YOUR NAME PLEASE MAKE CHECKS pavasLs FOOT HEALTH WEEK 
AND ADDRESS CLEARLY F 
TO BOOT AND SHOE RECORDE ADVERTISING . 
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WITT HOTELS 


DON’T LOSE 
YOUR HEAD 


over that Surplus Stock 


Turn to the CLASSIFIED PAGES for 
Purchasers. 


Sixteen years’ continued use of “WANTED TO 
PURCHASE” space is the record for one of our ad- 
vertisers. 


BOOT AND SHOE RECORDER 
Classified Advertising Dept. 
100 E. 42nd St.. New York, N. Y. 


of 
New Jorks Popular 


SAME OWNERSHIP 


THE CENTER OF MID-TOWN NEWYORK 
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HOTEL 


LINCOLN 


44™T0 45™ STS. AT AVE. 
OUR CHOICEST ROOMS From 
1400 ROOMS each with 
Bath, Servidor, and Radio. 


« Four fine restaurants 


owarded Grand Prix 1940 


Obituaries 


Walter J. Flynn 


Rweewoop, N. J.—Walter J. Flynn, 
retired shoe executive, died March 27 
at his home, here, aged 68 years. He 
had been ill for about two years. 

With the late Frank Melville, Jr., 
Mr. Flynn was a founder and in- 
corporator of the Melville Shoe Cor- 
poration, which operates the John 
Ward and Thom McAn companies. He 
was not a shoe man himself and he left 
the details of styling and merchandis- 
ing to Mr. Melville, concentrating his 
energies and abilities on the financial 
end of the business. By applying the 
chain store principle to the retailing 
of footwear the firm was built from 
a small beginning into one of the larg- 
est factors in the industry. 

Mr. Flynn, who was active in civic 
affairs here, was a former vice-presi- 
dent and director of the old First Na- 
tional Bank and Trust Company of 
Ridgewood, now the Citizens First 
National Bank and Trust Company. In 
1933 he was a delegate to the Demo- 
cratic National Convention. 

He leaves a widow, Mrs. Grace 
Flynn; two daughters, Graze and Dor- 
othy Flynn; two brothers and a sister. 


Everett T. Packard 


Avon, Mass.—Everett T. Packard, 
assistant treasurer of the A-1 Sole 
Company of Avon and one of its foun- 
ders, died at his home here March 27, 
following a brief illness. He was 86 
years old. Mr. Packard was a member 
of the New England Shoe and Leather 
Association, and was first vice-presi- 
dent of the Boston Boot and Shoe Club. 
He served for 23 years as a director of 
the Brockton Fair. 

Mr. Packard had been identified with 
the shoe industry all his life. In 1913 
he and his brother, Charles B. Packard, 
organized the company with which he 
was associated at the time of his death. 

Mr. Packard leaves three cousins. 
Services were held at his home. 


Sol Sacks 


BALTIMORE, Mp. — Sol Sacks, rep- 
resentative of D. Myers and Son in 
Alabama, Mississippi and parts of 
Georgia, passed away on March 28 in 
Baltimore. 

Sol was one of the best liked sales- 
men in his territory having traveled in 
this section many years. Sol sold the 
Myers line for ten years, during which 
time he was an officer of the Southern 
Shoe travelers Association. 

Funeral services and interment were 
in Birmingham, Ala. 


Enlarge Shoe Department 


SPOKANE, WASsH.—lIn extensive store 
rearrangements, the shoe department 
at the Palace Department Store has 
been given more space. 

Robert Nelson, manager of the Pal- 
ace, said that the changes had been 
made to improve the grouping of re- 
lated merchandise and to devote the 
baleony space to smaller merchandise 
which will better fit the lower-ceilinged 
atmosphere of that section. He added 
that improved business in all depart- 
ments has resulted. 

The shoe department on the main 
floor has been given more room. 


Open Suburban Store 


OaK ParRK, ItLt.—O’Connor & Gold- 
berg have recently opened one of the 
most modern and attractive of the 
stores in their group in this suburban 
shopping section. The new store car- 
ries both men’s and women’s shoes. 
One of its most striking decorative fea- 
tures is a large scenic mural at the ex- 
treme rear of the store. 


Enlarging Shoe Department 


BERWYN, Itt.—The men’s shoe de- 
partment in Stephans Men’s Wear 
Shop, 6810 Windsor Avenue, is being 
enlarged and remodeled. 


| 
| | 
Jn ACASTER 
STEUBEN | 
BARON 
mE N 
WATE 
| 

Culinary Art Exhibition. 

John L. Horgan | 
| HOTEL EDISON 
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SALESMEN WANTED 


BUSINESS OPPORTUNITY 


BUSINESS OPPORTUNITY | 


OHIO SALESMAN 


Manufacturer of high grade feature 
line of nationally known branded 
juvenile and young women’s shoes has 
opening for Ohio and adjacent terri- 
tory. An unusual opportunity for an 
aggressive, intelligent salesman to join 
a fast growing business and build up a 
substantial income with full house co- 
operation. Liberal advertising help for 
the dealers and an interesting selling 
plan for you. Please supply full infor- 
mation in first letter—age, experience, 
extent of acquaintance with trade, 
transportation, etc. 


Address 105, care BOOT & SHOE RECORDER 
208 So. State Street, Chicago, Iti. 


salaries if they can qualify. 
these better paying positions. 


in your department WRITE 


YOU CAN EARN $2500 TO $5000 IN THE SHOE FIELD 


Shoe buyers, merchandise men, stylists and salesmen are able to earn large 
Hundreds of ambitious young men and women are studying at home for 


If you are interested in increasing your EARNINGS or the PROFITS 


SHOE RETAILING BUREAU OF AMERICA 
Security Nationa! Bank Building 
Dept. W., 316 N. Sth St., St. Louis, Mo. 


SS“ Footwear, Moccasins; Golf Shoes; Work; 


’ Riding Boots, also other items featured in attrac- 


tive 42 e catalog. Ideal sideline for men 
with established trade. Straight commission to 
start. Territories open: New York State; New 
Jersey; New England; Some parts of Southern, 


"Central and Western States. Address 


care Boot & Shoe 100 East 


Street, New York, N. 


SOUTH EAST 

States from Mississippi to North Carolina 
open for representation on nationally 
known fast growing high grade line of 
children’s and growing girls’ shoes. A 
splendid opportunity. Strictly straight 
commission. No objection to non-coniflict- 
ing side line. 

Address 106, care BOOT & SHOE RECORDER 


209 So. State Street. Chicago, | 
LINE WANTED 


INE WANTED for North Carolina, South 

Carolina, Virginia, West Virginia, by Shoe- 
man with established business. Address $111, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York, N. Y. 


FOR RENT 


CHANCE OF LIFETIME: Unusual corner 
location for Family Shoe Store; Subway 
terminal; 40,000 pense: Reasonable rental. 
New Building. AX ROTH, 1428 Rockaway 
Parkway, Canarsie, Brooklyn, New York. 


FOR LEASE 


SUBLET one of most desirable rooms on 

Eighth Floor of the Marbridge Butding 
Fully furnished. Address $110, care Boot 
Shoe Recorder, 100 East 42nd Street, New 
York, N. Y. 


LESMEN for Nationally known Line Athletic 


SHOE DEPT. FOR LEASE 


WANTED TO PURCHASE 


MODERN, POPULAR, to Better Price De 
partment Store in Sault Ste. Marie, Michi- 
an, Interested in leasing Shoe Department to 

Manufacturer orf Chain Organization. 


$113, F vat Boot & ee, 100 East 
42nd Street, New You 


FOR SALE 


FOR SALE: Modern Women’s Shoe Store, 
new front and fixtures; air conditioned. 100% 
Location on Flagler Street, Miami, Florida. 
Long Term Lease; reasonable rental: Other 


business interests necessitate selling. Address 
$112, care Boot & 100 East 42nd 
Street, New York, 


b 


MODERN SHOE STORE in Western Penn- 
sylvania industrial town of 28,000, with a 
60,000 drawing population. Established busi- 
ness. Has been a shoe location for over twenty 
years. Owner must leave for military service. 
Clean, saleable stock inventories at $5,000. Rent 
$100. Address $114, care Boot & Recorder, 
100 East 42nd Street, New York, N. Y. 


WANTED TO PURCHASE 


“T Walk-Over, Florsheim, 


Must be Responsible, Reliable Firm. Address _ 
sie Preserver, Queen Quality, 


Entire 
or 
Stocks. Lise brane. Sh such 
ma-dettick. Vital: 


tonjans. Stetson, Red’ Cross, Nunn-Bush, Ete. 
a R de IN BUBIN 
he House of Jobs” 
SD Reade St.. Cor. Church 
Phone Barclay 17-7887. New York City 


SHOE STORES WANTED 


A. L. BARIS, Pres. 
SARIS SHOE CO., INC. 
79-81 Reade St., New York 
Unasual references on request. 


Buyers of Surplus Stocks 
ill, buy surplus or entire stocks of theee 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


WE BUY FOR CASH 
YOUR SURPLUS STOCKS 


We will buy your end of season lots. Prefer 
shoes to retail $5.00 and up. Complete stocks 
also bought. 

Write or wire 


M. SACK 
5328 Wilshire Blvd. Los Angeles, Calif. 


BUYERS OF 


SURPLUS STOCK 


ARSH & 


B SAR 
19 N. Fourth St. Philadelphia, Pa. 
Phone Market 1666 


Classified advertising is payable in advance. 
-— Advertisements for this page must be in our New York office on Friday of the week preceding publication. ~~“ 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. 
mum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25 
When a box number is desired twelve words should be added for the address. In 


all other cases each word of 


= 
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Handbags for Consignment 


CONSIGNMENT— 


HANDBAGS FOR CONSIGNMENT 
TO RETAIL FOR $1.00 TO $2.00 


25% commission. for full details. 


NEW YORK LEATHER GOODS 
300 W. Adams St., Chicago, til. 
DEARBORN 06838 


MERCHANTS’ NEEDS 


DUNDE SHOE RE-SHAPING DEVICES. INC 
753 trole St., Los Angeles, Cal. 


said. 


Open New Baker Stores 


SAN Francisco, Ca.Lir. — Spring 
openings of the two local C. H. Baker 
shoe stores were successfully launched 
by holding open house in both estab- 
lishments. Under the personal super- 
vision of Harry C. Wolfson, general 
manager of the northern California 
division of the firm, the stores at 885 
Market Street and 241 Geary Street 
have undergone extensive remodeling 
during the past several weeks. 

Mr. Wolfson, who for many years 
was stylist and buyer for one of the 
nation’s leading retail shoe chains, 
came to San Francisco from Los An- 
geles to take over management of this 
division. According to plans outlined 
by him today, he is bringing to patrons 
in the bay region style offerings that 
reflect the newest trends. 

In. keeping with this theme, Mr. 
Wolfson planned the decorative and 
furnishing motif of the stores in the 
most moderne style. The predominant 
color scheme in each is ivory, with con- 
trasting colors in floor coverings and 
upholstery in wine red and airway blue. 

The display windows are entirely 
new, with special lighting effe-ts. 

Stress has been laid on the hosiery 
and bag departments in each store. 

The Geary Street store is exclusively 
for women, whereas at 885 Market, 
there is an exclusive men’s department 
in addition to the women’s section. 

There are at the present time 10 C. 
H. Baker stores in California. How- 
ever, plans for expansion, particularly 
in the northern California area, are 
now being formulated, Mr. Wolfson 


N OW Although there have been 
heavy calls upon our in-stock depart- 

ment, we can ship upon receipt of 
order on these and most other 


shoes shown in our catalog— 


We take pride in our line of medium price shoes for juveniles—-From 
Powhatan in the lowest price range—through Guide Rite, real boys’ shoes 
for boys, Play Poise—health shoes carrying the highest indorsement, all 
of them Goodyear welts—and Miss Virginia, light dressy close edge Little- 
ways—and our newest, Steady Steppers for infants—all carry the materials— 
the workmanship and the design—you usually find only in shoes of much 
higher price. Send for that catalog—see for yourself. 


VIRGINIA SHOE CO. 


FREDERICKSBURG. VA. 


New Line of Men’s Shoes 


Boston, Mass.—The Bristol Shoe 
Co., of 450 Harrison Avenue, this city, 
announces that it has added men’s 
shoes to its already established lines 
of women’s and misses’ shoes. All 
shoes are being made by the McKay 
process. In charge of styling and 
selling the new line is Harry Brilliant, 
well known for his ability to develop 


. original, fast-selling patterns. The new 


line is being sold to jobbers, chain 
stores and department stores, and or- 
ders received to date, it is said, are 


sufficient to insure capacity production 
for the next two months. 


Remodeling Store 


Cuicaco, ILt.—Remodeling and en- 
larging operations are under way at 
the People’s Department Store, 11201 
S. Michigan Avenue, Chicago’s largest 
outlying department store. Bernard 
Grose, head of the shoe division, re- 
ports that when the addition to the 
store is completed, the men’s shoe de- 
partment will be enlarged and the 
entire shoe section completely modern- 
ized. 


[51] 
| 
ay Wire your orders for 4 | 
Alter Shoes to F ‘ 434—Guide Rite, Tan 
Abn ‘mal reet. Sole. B, C, D. 8% to 
Make the necessory B, ©, D. 12% to 
503 — Powhatan. Bal Sad- ee in 
dle Oxford. Tan and White. ‘ fg 
Red Sole. B, C, D. 10 to y 
s20 — Powhatan. 
Placa Saddle Oxford. 
White Rubber Sole. 
Se B, C, D. 10 to 8 
$1.65 
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U.S.M.C. Holds Annual Party 


Boston, Mass.—The performance of 
the Boston office concert orchestra of 
the United Shoe Machinery Corpora- 
tion, a group made up entirely of com- 
pany employees and including Sidney 
W. Winslow, Jr., chairman of the board, 
again featured the annual get-together 
of the concern at the Hotel Bradford, 
here, recently. 

With nearly 2000 company executives 
and employees forming a critical audi- 
ence, the orchestra successfully present- 
ed a difficult program, under the direc- 
tion of Joseph C. Stout, office manager 
and conductor. 

Guest artist was Jesus Maria San- 
roma, noted Boston pianist, whose selec- 
tions won prolonged applause. Follow- 
ing the program, the floor was cleared 
and the employees danced to the music 
of the Beverly factory dance orchestra, 
under the direction of Eugene S. 
Clarke. 

At the orchestral dinner preceding 
the concert Albert W. Todd, president 
of the U.S.M.C. and Mr. Sanroma were 
the special guests, and Bill Cunning- 
ham, Herald columnist was the guest 
speaker. 

Program of the concert was: 

Stars and Stripes Forever March, 
Sousa; Minuetto from “L’Arlesienne, 
Suite No. 1,” Bizet; Andante Movement 
from “The Fifth Symphony,” Tchai- 
kovsky; Sonata in B minor, op. 58, 
Chopin, Allegro maetoso, Scherzo 
(Molto vivace), Largo, Finale (Presto, 
non tanto), Jesus. Maria Sanroma; 
Slavische Rhapsodie, Friedemann; May- 
fair Waltz from “London Again Suite” 
Coates; The New Moon, Romberg; 
Oxford Street March from “London 
Again Suite,” Coates. 


Miss Stevens Named Publicity 
Director for Central Show 


Cuicaco, ILt.—Miss Bernice Stevens 
has been appointed publicity and pro- 
gram director for the Central States 
Shoe Fair to be held in Chicago at the 
Hotel Morrison, June 1, 2 and 3. 

Miss Stevens is well known through- 
out the shoe trade for her editorial 
work for a number of trade papers and 
style publications. She is an experi- 
enced newspaper woman and is par- 
ticularly familiar with the shoe busi- 
ness, having reported shoe activities 
and shoe style developments in the Chi- 
cago area for a number of years. 


Shoe Man Retires 
After 52 Years 


St. JoserH, Mo.—W. H. Griffith & 
Son sold their business, re*ently, to 
Todd D. McDonald, who had been with 
the firm 22 years. Mr. Griffith retires 
after 52 years’ active service. 


Takes Over Shoe Store 


CHICAGO, ILtL.—Milton Silvers has 


recently taken over the Towne Booterie 
at 2139 S. Cicero. Avenue, carrying 
both men’s and women’s shoes. 
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BOOTS AND SHOES 


ARNOFF SHOE COMPANY, New York City 36, 42 
BELLAIRE SHOE COMPANY, Portland, 43 
CONJOR, H., SHOE CO., INC., New York City... 44 
CONNEL, J. M., SHOE CO., Braintree, 42 
ENDICOTT-JOHNSON CORP., Endicott, N. Y...............00000eeee0ee 2nd Cover 
FOSTER, W. K., SLIPPER CO., Haverhill, 46 
GERBERICH-PAYNE SHOE CO., Mt. Joy, Pa..................-00000 Back Cover 
GOODWILL SHOE .CO., Holliston, Mass... 44 
GOODYEAR FOOTWEAR CORPORATION, Providence, R. I................. 7 
HEALTH SPOT SHOE SHOPS, INC., Danville, 33 
MRS. DAY’S IDEAL BABY SHOE CO., Danvers, Mass.....................4005 42 
OLD MEXICO SHOP, Banta Pe, Ns 37 
REECE WOODEN SOLE SHOE CO., Columbus, Neb. .......................-. AT 
UNITED STATES RUBBER CO., INC. New York City............... Front Cover 
VIRGINIA SHOE COMPANY, Fredericksburg, Va.....................-.0005. 51 
WRIGHT, E. T., & INC., Rockland, 35 


LEATHER AND OTHER MATERIALS 


KIEFER, EDGAR S., TANNING CO., Grand Rapids, Mich................... 44, 46 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


DU PONT DE NEMOURS, E. L, & CO., INC., Arlington, Del................... 45 
PANTHER-PANCO CO., Chelsea, Mass. 3rd Cover 
UNITED FAST COLOR EYELET CO., Boston, Mass........ & 
UNITED LAST COMPANY, Brockton, Mass.................0.c02cececcuusees 10 
UNITED SHOE MACHINERY CORP., Boston, Mass. .....................205. 6, 38 


STORE EQUIPMENT AND ACCESSORIES 


DUNDE SHOE RE-SHAPING DEVICES, INC., Los Angeles, Cal............... 51 
NEW YORK LEATHER GOODS CO., Chicago, Ill. .......................4.4. a | 
PITTSBURGH PLATE GLASS CO., Pittsburgh, Pa................0..000.0005. 25 
MISCELLANEOUS 
BARIS SHOE COMPANY, New York City: 50 
BARSH & CEASAR, Philadelphia, Pa...... 50 
KIRSCH-BLACHER CO., INC., New York City. 50 


SHOE RETAILING BUREAU OF AMERICA, St. Louis, Mo................... 50 
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IN STOCK BY 

BONA ALLEN, INC. 
Buford, Ga. 

No. R2451 Men's Genuine Tan 

Shell Horsehide Blucher. Full 


steel sefety toes, leather counters, 
innersoles and middiesoles. 


cross-section of 
the original and only 
Fully protected by patent 
Humber 1,936.519. 


PANTHER-PANCO RUBBER CO. 


Tu “all-out” signal has been 
given to defense production. 
Speed, speed and more speed is 
needed. With this increased 
tempo, safety has become the 
watchword. Dealers and manufac- 
turers alike are experiencing an 
increased demand for Pan-Cord 
Solvol Neoprene Soles that are 
non-slip and oil resistant. Their 
patented structure with their series 
of “looped” cords exposed on 
end and imbedded in genuine 
automobile rubber tire stock pro- 
vides a non-slipping, extra durable 
sole. Send for sample test pair. 


OIL RESISTANT NON-SLIP 


SOLVOL-NEOPRENE 


e CHELSEA, MASS. 


| utting Defense ona 
he 3 Bing a2 


GERBERICH 


PAYNE 


Boys’ Brown and Tan Ventilated Lace Oxford, Renown Last, 
Kam-Kork Soles and Heels. Widths A to D. 


Carried in Big Boys’ sizes, 6'/2 to 11, on Trend Last, 


Style No. 725 
Same fitting details, Last.and Sizes, but in BROWN and 
WHITE. 


T'S a responsizility which Gerberich dealess accep! 


gladly ... and with prosit to themselves. Confident in 
Gerberich-Peyne Quality, and knewing that the shees 
they sel] represent real VALUE, they have the added 
satisfaction of knowing that they couid not pu! finer shoes 
on American youth at any price! Gerberich Quality has 


Become a tredition in the shoe business and each year 
“merchants realize that in boys’ shoes, more than in any 


other phase ci shoe retailing, Qualify pays exie divi- 
dends. When the unif sale requires such exper! know!)- 
‘edge and the investment of ime and money, mark-up 
must be maintained. With Gerberich-Payne the Quality 
is there to werrant « selling price which insures essen- 
fial mark-up. 

It Pays To Sell Gerborich-Payne Shoes 


GERBERICH-PAYNE SHOE CO. 


MOUNT JOY PENNSYLVANIA 


New York Office, Merbridge Building, Room 40° 
tos Angeles... Mptel Lankerzhim 
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